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Rough Proofs 


Alaska salmon canneries are still 
operating, Libby tells its stockhold- 
ers. That sounds like very bad news 
poth for the salmon and the Japs. 

v 


v v 


A Chicago newspaper representa- 
tive broke his leg the other day. If 
an advertising salesman just has to 
go to the hospital at present, the 
pest advice you can give him is to 
leave his transom open. 

v 


ds 


Beardsley Ruml, his biographer 
says, likes to talk, and in view of the 
‘orrents of conversation the “Plan” 
has provoked, it’s to be hoped he 
iso likes to hear other people talk. 

v 


v v 


The lowly flour sifter has been 
iramatized in a sympathetic role by 
Pillsbury, and maybe it won’t be 
long before somebody will say a few 
kind words for the historic appli- 
ance which used to decorate every 
kitchen, the coffee mill. 


v v v | 
Cosmetics have made a definite) 
contribution tq soldier and civilian 
morale alike, says S. L. Mayling. | 
That's age itific investigation | 
has demonstravea’ that a fellow will | 
forgive his girl anything except not 
ooking pretty. 
i Se 
Civilian industries are not to be | 
concentrated, Donald Nelson says, | 
and so now-a lot of earnest thinkers | 
an put “nucleus” back in the dic- | 
tlonary. 
. ww Vv 
A scholarly correspondent points 
ut that Shakespeare and Cervantes 
lied on the same day a few cen- 
turies ago, the Bard of Avon sitting 
retty, while the creator of Don 
Juixote was down to his last peseta. 
Probably all he lacked was a good) 
publicity man. 
v 


- * 


National Noise Abatement Week 
‘coming up for observance again | 
May 30-June 5, and some optimists 
ire confident that at last they will 
de able to hear a pin drop. 

v 


- 


Mayor LaGuardia is said to be one 
of the most outspoken advocates of 
holse abatement in the country. In 
tferring to the Little Flower, how- 
‘ver, the adjective seems slightly 
edundant. 


_ 7 © 


“Unduly loud radios” are second 
» automobiles as a source of 
ible noise, abatement au- 
‘horities contend. When the inventor 
‘ied them loud speakers, he really 
eant it, 

’ | 


- 


smart boys who always grab | 

ew phrases and put them to) 
use have promptly taken over 
ivorite Washington idiom and 
‘re now talking constantly about) 
tions “at the local level.” 


|road requests to operate additional 


| will 


|of the editorial content of these spe- 


Travel Sections 
fo Reflect Ban 
on Weekend Trips 


Many States Curtail 
Tourist Promotion | 
for the Duration 


Chicago, April 22.—While the rec- 
reation picture is not as roseate as 
in préwar years, neither is it quite 
as dark in the second war year as 
some travel agencies feared. Resort 
and travel linage will be geared to 
the expressed desire of the Office of 
Defense Transportation, which 
wishes the hallowed institution of 
the American summer vacation to 
be maintained, but is taking steps to 
insure sharp curtailment of weekend 
trips. 

The ODT announced in Washing- 
ton today that it will deny all rail- 


summer of 


service involving use 
Pullman sleeping car equipment. 
Additional summer equipment 
which will be approved will be lim- 
ited to (1) coach trains operated be- 
tween Saturday noon and Sunday 
midnight, utilizing primarily com- | 
muter equipment which would 
otherwise be idle, and (2) addi- 
tional trains of a semi-commuter 
nature operated during other days 
of the week within a radius of about 
50 miles of a terminal. 

The ODT has also placed a ban on 
extra gasoline for summer commu- 
ters. The tired business man who 
has been in the habit of dashing up|} 
to his summer place on Friday 
afternoon, to return late Sunday) 
night, will find that this plan is im- 
practicable in 1943. 


Bans Non-Essential Travel 


Joseph B. Eastman, director of the 
ODT, also announced that strictly 
non-essential travel on trains and 
intercity buses must be eliminated. | 
He defined non-essential travel as | 
“trips taken to visit friends in other | 
cities, trips home for the weekend, | 


\trips of a sightseeing nature, and 


other excursions taken for social or | 


“vacation travel, visits to service! 
men, and necessary perscnal trips.” 

Classifying vacations as desirable, 
though not strictly essential, Mr. 


Eastman suggested that they be | facturer offered to supply any doc-| ( 


staggered throughout the year by 
business houses, and that vacation- | 
ers go to one place and remain| 
there. This place should be within | 
the boundaries of the state in which | 
the vacation-seeker resides. 

A newspaper organization special- | 
izing in tourist advertising said that | 
most of the papers represented by it 
issue the usual spring travel 
sections, but that they will be 
greatly reduced in dimensions. Both 
state and private promoters are re- 
ducing their appropriations in antic- 
ipation of less travel. More impor- 
tant, newspapers are devoting much 


cial sections to warnings to readers 
to telescope their plans into the 
smaller compartments available—in 
other words, to take short vacations 
within the borders of their own 
states. 


|made the interesting point that 


. =] F | 
d Jones points out that a nice | 
to get that extra cup of coffee 
the Red Cross blood bank. You | 
drawing interest on your de- | 
right away. 
. | 


ve 


good beer advertisement,” ad- 
the Brewing Industry Founda- 
“doesn’t appear next to other 
age ads or liquor copy.” 

w all we need to know is who 
't want his copy next to a beer 


lo. 


Copy Cus. 


| Chain Store Linage 
| Earnings 


| Information for Advertisers 


(Continued on Page 44) 
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Here is the simple explanation: 


Has any other Cigarette Company given 
the Armed Forces greater sers ice? 


BETTER t 


Serving the armed forces, according to 
Larus & Bro. Co., is the answer to Chel- 
sea's popularity overseas. 


Philip Morris and 
Chelsea Stir New 
Cigaret Flames 


Science for One, 
Service for Other, 
in Smokers’ Battle 


New York, April 22.—“Coming 
events cast their shadow before” in 
the cigaret field this week as Philip 
Morris moved to squelch all other 
cigarets’ claim to the “least harm- 
ful” record of the industry with 
copy proclaiming that its reports 
cover “not one, but many researches 


both clinical and laboratory”; and | they are frequently referred to by| 


leading radio comics like Bob Hope} 


Chelsea, product of Larus & Bro. 
Company, took newspaper space in 
selected markets to point to itself 
with pride as the one cigaret which 
has gone to considerable lengths to 
serve American armed forces. 


The Philip Morris copy hammered | 


hard at medical claims of other 
cigarets and notably those of Old 


Gold, whose Reader’s Digest cam-| 
pleasure purposes.” Under the head | Paign theme was the cause of a| 
of essential or permissible jaunts are | ™@°ent cease and desist order by the | 


Federal Trade Commission. Using 
1600-line copy boldly headed: “How 


tor “not yet possessing the series 
(Continued on Page 43) 


Publishers Want No Ad 
Subsidy, ANPA Is Told 


Burma-Shave Turns 
fo Air Waves with 


Familiar Jingles 


Spot Campaign to 
Start April 26 in 
_ Ten Markets 


| 


Minneapolis, Minn., April 
| Millions of motorists have laughed 


j at Burma-Shave jingles displayed 


on highway signs during the past 
|17 years, and now that gasoline 
|rationing and other wartime condi- 
tions have reduced touring, the 
public will get most of its Burma- 
Shave laughs over the air lanes. 
Beginning April 26 Burma-Shave 
|will initiate a spot broadcasting 
|campaign over leading stations in 


ten metropolitan markets, and while | 


| the program is designated as a news 
| broadcast, its traditional jingles and 
‘laughs will be part of the con- 
tinuity through the aid of a mys- 
tery girl designated as Burma. 

| An unusual feature of the pro 
gram is that while Burma will lead 
off the program and supply both the 
laughs and the sex appeal, doing 
her stuff with transcriptions, local 
newscasters will carry on from 
there on a live talent basis. But 
Burma will be on hand to maintain 
the popularity of shaving jingles 
which have become so familiar that 


and Jack Benny. 
Signs Had Major Expenditure 


The famous highway-sign cam- 
paign of Burma-Shave has built one 
of the greatest business successes of 
the past decade. Allan G. Odell, 
vice-president and advertising man- 
ager of the Burma-Vita Company, 
is credited with creating this spark- 
ling idea, in which most of the 
company’s advertising funds, put at 


jleading cigarets compare—findings $200,000 a year by Standard Adver- 
|of distinguished doctors,” the manu-|tising Register, have been invested. 


AA, Sept. 29, 1934). 
Forty-eight thousand sets of signs 
(Continued on Page 42) 


Last Minute News Flashes 


Advertising Study Abandoned for Duration 

New York, April 23.—The projected new advertising study, launched 
several months ago with an appeal for $200,000 by a group of industrial- 
ists headed by James F. Bell, chairman of General Mills, with the idea 
of making a new study of advertising’s economic and social justification, 


has been suspended for the duration. 
Board, which was to do the research, has returned all funds thus far col- | 
/lected. The original sponsors have assumed all expenses incurred to date. | 


The National Industrial Conference 


Lever Bros. Signs Up ‘Amos ‘n’ Andy’ 


New York, April 23.—Lever Bros. 


Company has signed for fall presen- 


‘tation “Amos ’n’ Andy,” recently relinquished by Campbell Soup Com- 
|pany. The veteran radio show will occupy a half-hour weekly spot, with 
‘ : | guest stars featured. The change in format from 15 minutes, five times 
An executive of this organization |, week, marks the first time in 14 years that the show has been altered. 
| Ruthrauff & Ryan is the agency. Network and product have not yet been 


determined. 


DIRECTORY OF FEATURES Tatham to N. Y. Office; Whedon Joins Y&R 
New York, April 23.—Arthur E. Tatham, for the past five years head 


Ad-libbing 
Admen in the Armed Forces 


12 
Coming Conventions 
Diary of an Adman 


Editorials 
Getting Personal 


12 


Photographic Review 47 
Postwar Planning 36 
Private Lines 45 


Rough Proofs 
Voice of the Advertiser 


| 
20 


22\ of Young & Rubicam’s Chicago office, will transfer to the agency’s New 
40 | York staff about May 15 as vice-president and contact supervisor. 
4||F. Whedon, until recently vice-president in charge of the Chicago office 
30 | of Lord & Thomas, and before that head of L&T’s San Francisco office, 


John 


| will succeed Mr. Tatham as Chicago manager for Y&R. 


1? | General Foods Buys Gaines Food Company 


New York, April 23.—General Foods Corporation has purchased Gaines 


Food Company, Sherburne, N. Y., important producer of dog food, and 
will continue the company as a separate division, under the management 


of Clarence F. Gaines. 


22.—| 


If U. S. Buys Space, 
It Must Be Free of 7 
Politics, Says Dear . 


New York, April 22.—The 57th 
annual meeting of the American 
Newspaper Publishers Association 
| closed here this noon after three full 
_ days of discussion of publishers’ 
| war problems, covering such knotty 
| subjects as freedom of the press, 
manpower, paper and other mate- 
|rial shortages and a host of others. 

Although beset with innumerable 
difficulties, it was obvious that most 
publishers have adjusted themselves 
well to wartime conditions and that, 
barring further hamstringing on the 
| manpower or materials fronts, o ot 
| dailies are in strong condition and 
| will have little difficulty in weath- 
lering the storms of war. Circula- 
tion is in almost every case at peak 
|or near-peak levels, advertising has 
| held up better than most publishers 
|expected, and manpower and mate- 


rial shortage difficulties thus fa! 
|}encountered have been successfully 


| met. 
To Appoint Committee 


| The convention departed from its re 
no-resolution practice to adopt a el 
resolution authorizing the ANPA 


president to appoint a committee 
| “to represent this association in any 
|proceedings before Congressional 
| committees aifecting the interests 
|of newspapers and their reading 
public, and to take any action neces- 
| sary to protect newspapers’ sources 
| of supply in both raw materials and 
manpower.” The first part of this 
resolution, referring to “various 
agencies of government which have 
| sought to restrict newspapers in the 
| performance of their vital function 
of gathering and disseminating im- 
portant public information,” made 


no mention of the international food 
conference from which _ reporters 
were originally barred, but was 


obviously pointed 
of such actions. 
Linwood I. Noyes, Globe, Iron- 
wood, Mich., was elected president 
of the ANPA, succeeding Walter 


in the direction 


M. Dear, Jersey Journal, who was 
elected a director. 


W. G. Chandler, 
Scripps - Howard 
Newspapers, New 
York, who has 
been serving as 
head of the 
printing and pub- 
lishing division 
of WPB, was 
elected vice- 
president; Nor- 
man Chandler, 
Los Angeles 
Times, was made 
secretary; and 


E. S. Friendly, 
Linwood |. Noyes New York Sun, 

treasurer. 
Directors elected for two-year 


| terms, in addition to Mr. Dear, are 


| David W. Howe, Free Press, Bur- 
lington, Vt.; F. I. Ker, Spectator, 
Hamilton, Ont.; W. E. Macfarlane, 


Chicago Tribune; and W. F. Schnick, 
Baltimore Sun. Holdover directors, 
each with another year to serve, are 
George C. Biggers, Atlanta Journal: 
Howard Davis, New York Herald 
Tribune; Ted Dealey, Dallas News; 
| J. L. Stackhouse, Express, Easton, 
Pa.; and S. R. Winch, Journal, Port- 
land, Ore. 


Government Advertising Discussed 


A major highlight of the meeting 
was the assertion of Walter M 
Dear, Jersey Journal, retiring ANPA 
president, before the morning se 
sion yesterday that government- 
financed advertising “smacks of 
subsidy” and that any plan such as 
the projected Bankhead bill t 
up a government advertising fund 
might prove disastrous 

“Some newspaper 
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ADVERTISING AGE 


publicly proclaimed approval of the| former “must be safeguarded from | falling in the same category as a 
idea,” he said, and through over-| political influence and directed by | commercial advertising campaign by 


enthusiasm or because of economic | independent 
pressure have expressed advocacy | who have demonstrated their abil-|last year. 


advertising experts adhering to the resolution adopted 


| Unfortunately, such a 


on the ground that such expendi-| ity and earned the confidence in | realistic approach does not seem im- 
ture, particularly in the case of| which they are held by newspa- | Minent. 


small newspapers, would serve as a 


| 


A major portion of Mr. Dear’s 


pers.” In the judgment of the 


stopgap for the economic depression ANPA, he said, this is the only | address was devoted to other news- 


which endangers the continuation 
of such publications. 

“While we have the deepest sym- 
pathy for any of our fellow pub- 
lishers who may find the going 
difficult, and realize the value and 


| ment-paid 
| placed. 
| 


| 


| 


importance of the weekly press, we | 


cannot subscribe to the wisdom of 
accepting a subsidy. Such a pro- 
gram would prove disastrous. Under 
such circumstances, no longer could 
the American newspaper maintain 
its claim of a free and independent 
press.” 


Can Be Done Properly 


| 
| 
| 


alice : ‘ern. | Paper-government relations, includ- 
sound basis Sou Any oe be | ing the question of newsprint sup- 


| that there may be demands for both 


Turning to the matter of political additional cuts in newsprint and 


e n on news- ye : : ; 
serena lage Ses Aa additional increases in price, and 


“ : added that “neither will be quies- 
ANPA oo re Paty | cently accepted in the absence of 
to intimidation or undue pressure to | '™Pressive factual data. 
switch, split or extend an advertis- The Newsprint Situation 
ing schedule when the set-up of a On the newsprint front, little data 


plies. In this connection, he warned | 


Mr. Chandler quoted at length 
from a letter from Donald Gordon, 
chairman of the Wartime Prices 
and Trade Board in Canada, which 
pointed out that Canadian commit- 
ments on newsprint are based on 
strict adherence to the 10% limita- 
tion cut now in effect. Under this 
program, he reported, Canada can 
maintain delivery until Oct. 1; 
otherwise its ability to do so is 
problematical. In the first quarter 
of 1943, Mr. Chandler reported, con- 
sumption was down only 5%, but 
it had reached a rate of 8.3% by 
March 1, indicating that the 10% 
level may have been attained by 
April 1. 


Leaves Hopeful Attitude 


marketing campaign had been com- 
pleted. Recent disregard of this res- 


olution has resulted adversely to| 
newspapers, both in commercial and | 


of a positive nature was forthcom- p was :' 
‘ing, although there were warnings| Mr. Chandler made no definite 
from several quarters that all is not commitments, but left his audience 


governmental advertising. 


| yet clear sailing, and that additional 


Although expressing definite 
opposition to provisions such as that 
of the projected Bankhead bill, 
which would set up a $30,000,000 
Treasury advertising fund with the 
proviso that at least half of the 
amount must be spent in weekly 
newspapers, Mr. Dear implied that 
government -paid advertising, if 
properly fenced in against political 
safeguards, might prove worth 
while. 

He pointed out that the principle 
of advertising is just as applicable 
to government projects as to private 
enterprise, but declared that the 


“In the case of the limited Treas- | CUtS may be required at some future 
ury advertising campaign for the | date. There were also undertones 
sale of bonds last December, the hue | indicating that present paper quotas 
and cry, not only from radio sta-| Were not being too carefully main- 
tions, but also fromt newspapers not | tained in all cases. 
on the list, resulted in the abandon-| W. G. Chandler, Scripps-Howard 
ment of a repetition or expansion | €xecutive who is head of the WPB 
of a newspaper advertising cam-| Printing and publishing division, 
paign for the second War Loan drive| warned that the present 10% cut 
now current.” |must be strictly observed if addi- 

At another point he said: “Appar- | tional cuts are to be forestalled, but 
ently before such an advertising| implied that the existing newsprint 
campaign can be undertaken awith | situation was in good enough shape 
any degree of dignity and general|to prevent any further reductions 
acceptance, newspapers must learn | until October, unless rapid changes 


with the feeling that if the present 
10% cut is adhered to, further re- 
strictions may be unnecessary. He 
reported that another survey of the 
over-all situation is planned for 
some time this summer. 

The only session open to non- 
ANPA members was the Wednes- 
day afternoon session, at which 
Donald Nelson, WPB head, was 
handed a report of what the news- 
papers had done in the epoch scrap 
drive of last year by Richard W. 
Slocum, Philadelphia Bulletin, who 
headed the committee in charge. 

The report revealed that daily 


to regard government advertising as 


papers had contributed 31,250 pages 
to advertisements, stories, cartoons 


|} occur. 


The July buying guide issue of Metal Progress will offer the broadest coverage of the metal 


engineering factors in the metal producing, fabricating and using industries. . . 


proved by thorough use during the last three years, this buyers’ guide section will place your 
up-to-the-minute list of products in a convenient, file-size reference for the metal industries. 
An advertisement will gain prestige for your products, spotlight attention on what you 


offer this big multi-billion-dollar market and will have a life of at least six months. 


circulation — 20,000. 


Cleveland, Ohio 


COMING WITH JULY 
METAL 
PROGRESS 


7301 EUCLID AVE., CLEVELAND, OHIO 


Get the facts today. 


Metal Progress, 7301 Euclid Avenue, 


and editorials dealing with the col- 
lection of metal scrap. 

At the conclusion of the presenta- 
tion, Mr. Slocum was in turn pre- 
sented with a plaque by President 
Dear for his outstanding work in 
organizing and managing the scrap 
drive—a drive which has frequently 
been called the finest example of 
the war of voluntary cooperation on 
the home front. 


Bureau Report Given 


The session then was turned over 
to the Bureau of Advertising, and 
the report of the Bureau’s activities, 
presented by Frank Tripp and Wil- 
liam A. Thomson, its head. Details 
of this report are presented on 
Page 21, but Mr. Tripp took occa- 
sion to emphasize the value of the 
code of ethics adopted last year, 
condemning destructive selling of 
newspaper space, and to reiterate 
the importance of the Continuing 
Study of Newspaper Readership. 
He also paid ardent tribute to the 
Advertising Council, asserting that 
“all advertising owes more to the 
Advertising Council than to any 
other single influence for its intelli- 
gent interpretation of advertising 
to the United States government, 
which needed it, God knows—and 
for the unmistakable change in the 
trend of Washington’s thoughts on 
advertising.” 

Mr. Thomson emphasized the im- 
portance of the newspaper in insti- 
tutional and public relations cam- 
paigns, and declared that the logical 
place for all such campaigns to start 
is in the city where the plant is 
located. “Every smokestack in your 
neighborhood is a live prospect for 
your advertising department,’ he 
said. 


. Tested and 


Swope a Speaker 


Two unusual testimonials to the 
_. . Total value of newspaper advertising 
Gerard Swope, president of General 
| Electric Company, and R. W. Brown, 
| president, Lehigh Railroad, who is 
|also chairman of the Eastern Rail- 


mittee on public relations. 

Mr. Swope declared that there 
should be no present criticism of 
advertising, but rather of not adver- 
tising. He pointed out that workers 
and the public must be informed of 
the magnificent contribution Ameri- 
can industry is making to the war 
effort, and must be _ intelligently 
aware of the true values of de- 
|mocracy. “Democracy is the best 
answer,” he said. “It is the best 
answer not only in government, but 
in industry and economics.” 
| Mr. Brown outlined the unusual 
|plan currently being used by the 
|eastern railroads, whereby public 


|around certain themes and is care- 
| fully coordinated so that messages 
|are spaced at frequent and regular 
intervals, but without resorting to 
joint advertising of any kind. Each 
railroad writes and places its own 
copy, just as it has always done 
| with “product” promotion, but all 
|have agreed on basic themes and 
| have entered into an informal allo- 
| cation plan so that there will not 
| be a feast of railroad advertising 


were presented to the gathering by | 


road President’s Conference com-| 


| relations copy of all roads revolves | 


——— 
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«« THE QUICKER WELL BF Stitine 
WASHERS, IRONERS AND Citanees 


THE APEK ELECTRICAL MANUFACTURING CO. 


Apex Electrical Mfg. Co., Cleveland, has 
scheduled a series of advertisements j, 
which its sales story is subordinated to , 
constructive war effort approach. Thi, 
page appears in the April issue of Elec. 
trical Merchandising. Meldrum & Fey. 
smith, Cleveland, is the agency. 


— 


in newspapers one day, and a fam. 
ine for several days thereafter. 
During the first three months 9 
the plan’s operation, he said, adver. 
tising appeared in over 500 dailie 
and nearly a thousand weeklies, ang 
it is continuing at approximate] 
the same pace now. In additior 
occasional advertisements sponsored 
and paid for by the Presidents Con. 
ference are also appearing. 


Young & Rubicam 
Gets Waac Accouni 


Washington, D. C., April 22.—The 
job of handling an advertising cam. 
paign to recruit women for the 
Women’s Auxiliary Army Corps ha 
been assigned to Young & Rubican 
it was learned today. 

The adjutant-general has not yet 
signed a contract with the agency t 
handle the account, but Young & 
Rubicam has been notified that the 
Army approved its presentation. 

Y&R won the account in compe- 
tition with ten other agencies, thos¢ 
who elected to make presentations 
after invitations to submit proposals 
were sent out by the Army. 

The Army hopes to enlist around 
150,000 Waacs this year and the 
campaign will probably be geared 
ito reach that objective. 

Admittedly, one of the tougher 
| problems which the Waac faces | 
|the widespread feeling that the 
|Waac—or its sister services, the 
| Waves and Spars—represent a sor 
of uniformed branch of the Juni 
League. To that end, the OWI do 
mestic radio bureau allocated tim 
on several radio shows, about tw 
months ago, to Army and Nav 
leaders who explained that the wo- 
men’s services did, indeed, do a va 
uable and necessary job. 


Harry King Elected 


Harry O. King, an officer and d- 
rector of several corporations, an¢ 
at present director of the copper 
vision of WPB, has been electé 
|president of the American Arb'tra- 
tion Association, New York. 


YOU MUST USE LESS PAPER . 
YOU MAY USE BETTER PAPER! 


— SAUGERTIES, N.Y. 
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SIGHT 
SOUND 
3 ACTION 


...imn ONE medium 


red a SRNR 


week, in theatres throughout the xfation . . . which have, with war, 
taken on greater impofttance as‘Community centers for relaxation and 


public information. /Each campaign film closes with sponsor's message and 


signature. For more infotmation . . . write for ‘WHAT MORE CAN 
WE DO” bookle¢t or 


ire collect for representative to call. 


* One of several 
be presented 


co-operative government agency war effort film-ad campaigns to 
in this series of announcements. 


SCREEN BROADCASTS «x International Bldg., Washington, D. C. 
‘The National Network of Theatre Communication” 


DISTRIBUTED—In Southern, Atlantic and New England States by Motion Picture Advertising Service Co., Inc., New Orleans, Louisiana 
In Northern, Mid-Western and Western States by United Film Ad Service, Inc., Kansas City, Missouri 
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x .. . through which to project your wartime message to . 
on a 
ai America’s largest and most attentive audience. 
WAR SAVINGS CAMPAIGN* er 
the ey 
: A year’s motion-picture advertising schedule of 26dynamic, Treasury- , 
tn ; ; ; ' ; 
a approved, short-length screen gubjects availablefor immediate national, ies 
val be) : 
sectional or local sponsorship . . . designed for guaranteed release i) 
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Maloney Bill 
Gets Blessing of 
Senate Committee 


Washington, April 22.—The Sen- 
ate banking committee yesterday 
favorably reported the Maloney bill 
calling for a separate civilian supply 
administration and the measure is 
expected to be introduced on the 
floor next week. 

Thus, despite the opposition of 
Donald M. Nelson, Congress will 
have an opportunity to pass upon 
the wisdom of a separate agency to 
govern civilian economy. 


But forces within WPB, which! cation dealing with civilian goods 


now houses the Office of Civilian 


will be unleashed in the near future. 


Supply, are pressing an alternative | Simplification seems to hold much 
scheme. Arthur D. Whiteside, presi-| promise for increased civilian sup- 
dent of Dun & Bradstreet and a| ply, and has generally been accept- 
business executive well versed in| able to industry on the basis that 


government from previous jobs in 
the capital, has been named vice- 
chairman of WPB, with civilian 
supply as his forte. 

Whether this move will be suffi- 
cient to placate the forces in Con- 
gress now pressing for separate 
administration of civilian problems 
remains to be seen. The passage of 
the Maloney bill, intact, would 
mean that not only WPB, but OPA 
and the War Food Administration 
as well, would be shorn of many of 
their present powers. 

Elsewhere on the civilian econ- 
omy front, it was reliably reported 
that a broad-scale plan of simplifi- 


brand names may still be used, and 
the departed frills generally make 
manufacture easier. 

Informed observers are inclined 
to feel that the Maloney bill stands 
not too good a chance of passage, 
inasmuch as considerable adminis- 
tration support is certain to be 
swung against it. 

The case for the separate civilian 
agency, one set up to stand on its 
own against the demands of the 
armed forces, was clearly stated by 
Joseph L. Weiner, former OCS 
director. Mr. Weiner was super- 
seded by Mr. Whiteside. 

Said Mr. Weiner: “Certainly it 


is logical that civilians here should 
have somebody to speak up for their 
needs. I don’t see any more im- 
propriety in giving the civilian sup- 
ply office standing as a claimant 
agency for civilians in this country 
than in granting such standing to 
the Board of Economic Warfare, 
which now makes claims for the 
civilian needs of Latin American 
countries and to the rehabilitation 
agency set up to aid the civil 
populations of territory reconquered 
from the Axis.” 


To Check Efficiency 


Emphasizing the distribution as- 
pect, Mr. Weiner said that the 
civilian supply agency would place 
its requisition with WPB, the De- 
partment of Agriculture or any 
other agency and “would also make 
sure that the channels for the effi- 


r---- 


*A magazine read by all 
members of the family. 


\ Far 


I. isn't so surprising when you realize 
how big Rural America is — fifty-seven 
million people. That's why Rural America 
could award its top-ranking magazine— 
FarM JouRNAL—a circulation that ranks 
it with Life, Saturday Evening Post, 
Collier's and American as one of the five 
largest general all-family magazines in 
all America. Even more significant is this: 
FARM JOURNAL is the only one of this 


“Big 5” that is written exclusively for the 


rural part of our nation. 


GRAHAM PATTERSON, Publisher, 


by including FARM 


Rural America reads. 


FARM JOURNAL 


- OVER 2,650,000... Overwhelmingly 
America’s Largest Rural Magazine 


That's why you will find so many lead- 
ing advertisers in FARM JOURNAL. Because, 


made their advertising truly national. 
Because FARM JouRNAL is overwhelmingly 
the largest rural magazine (by more than 
a half million). Its steady month-after- 
month circulation gains prove it to be the 
magazine Rural America wants—its out- 
standing leadership in “keyed” returns to 


advertisers proves that it's the magazine 


WASHINGTON SQUARE, 


JouRNAL, they have 


PHILADELPHIA 


—— 


STARTS DRIVE 


> aE 
She Escapes Soap-Dish ‘Jelly’ 
with the WAL SHAPE wae | 


So dainty and appealing — that quick drying 

OVAL cake of SweetHeart Soap’ Feet how 

resb’ and fem anding wa damp 

soap ds asure to use for fragrant baths 

a frendly umvetatior onume al beauty 
Thestry — 


are’ Say “SWEETHEART SOAP” next time Sves 
you buy. It's pure, fragrant, and longer tasting o~ 

toe Remember Among exght leading hands » ool - die te 
only SweetHeart Soap ry oval wn shape p de, oning 


TE SOAP THAT AGREES WITH YOUR cam ov 


SweeTHEART 


TOILET SOAP 


A rem impenal survey quewioned #99 
women in 40 (ies wound up wuR more -cers 
for OVAL SHAPE SOAP than other popu 
shapes combened 


| “OVAL SHAPE MOST CONVENIENT: 


Ad No. TO 3 cole. © 155 Haws 


This young lady is bathing in 600-line 
advertisements in 400 newspapers across 
the country as part of an all-out cam. 
paign for Sweetheart soap, made by the 
Manhattan Soap Co., New York.  Inser- 
tions are scheduled to appear every week 
until the end of the year. Radio will be 
used to supplement the drive. Franklin 
Bruck Advertising Corp., New York, 
handles the account. 


cient distribution of goods were 
functioning when the goods were 
ready for distribution.” 


Park & Tiltord 
Launches New 
Series of Ads 


New York, April 21.—Park & Til- 


ford this week launched a new 
series of institutional advertise- 
ments employing 1,250-line and 


800-line units in 45 newspapers 
throughout the country. 

The new series, to run _indefi- 
nitely, supplements an earlier insti- 
tutional campaign (AA, April 12), 
and is separate from the company’s 
regular product advertising. 

The first advertisement of the 
new institutional series ties in with 
the government’s current war bond 
drive, with copy taking its inspira- 
tion from “In Flanders Fields.” 

The dominating illustration shows 
the symbolic hand of America hold- 
ing the torch of freedom. Once 
again, “Yours to hold it high!” the 
headline proclaims. An insert quotes 
from McCrae’s poem, “To you. . 
we throw the torch ... be yours 
to hold it high.” 

Charles M. Storm Company is the 
agency. 


Beverages, Tobacco 
Go to Food Unit 


The War Production Board has 
agreed to the transfer of its Bever- 
ages and Tobacco Division to the 
War Food Administration, Depart- 
ment of Agriculture. 

The transfer will not affect oper- 
ations of the division. Personnel, 
budget and functions remain the 
same, and John B. Smiley will con- 
tinue as director. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. 5 
—2nd in New England. Wit” 
@ minimum cost you reéc’ 
urban and suburban popule 
tion. 
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Important 


The Chicago Sun, which started from scratch seventeen 
months ago, is now a solid and important advertising 
medium in Chicago and the Middle West! 


Important to department stores: because The Sun 
earned the greatest linage increase of all Chicago papers 
for the first three months of this year, compared with thé 


same period last year. 


Important to amusement space buyers: because they 
gave The Sun the biggest percentage of increase in Chi- 


cago during this period. 


Important to local advertisers: because, in local dis- 
play, only The Sun showed an increase in Chicago during 


this first three-month period. 


Bridge Across the Chicago 
River, one of the 54 movable 
bridges which span the Chicago 
River on the edge of the Loop. 
At the right—the Merchandise 
Mart, world’s largest building. 


ra 


HE BRANHAM COMPANY 


Important to national advertisers: because for the first 
quarter of 1943 as against the same period last year, na- 
tional advertisers gave The Sun 212,185 more lines... an 
increase of 79%, compared with only 26% increase for 


the paper with the second biggest gain. 


And finally—in total display, The Sun showed the 
greatest increase in linage of a// Chicago newspapers over 


the first quarter of last year. 


All of these facts point up to: 


You need The Sun in any newspaper combination to cover 
" Chicago completely, economically and efficiently. 


By using The Sun alone you can make a tremendous im- 
" pact against America’s No. 2 market with a relatively 
small expenditure. 
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—_ _ a _ — -_ 
ing totaling three pages a week for| underwrite two or three pages of| declared that advertisers, agencies ADDS 'WINGS' 
Pooled Co for /an entire year has been sold| advertising weekly for war copy.|and media have contributed nearly 
_to local merchants, manufacturers| Perhaps one-half of this advertis- | $300,000,000 in time, space, material, 
/and others for the promotion of| ing, he said, might be earmarked/| talent and payroll time to govern- 


War Promotion ls | war bonds, salvage, civilian defense|for war bond promotion, since the|ment information and promotion| | “Can you give me 


/and other programs. Details of the| drive for funds is a continuing and| campaigns of one kind or another. 


aon a | plan are given in a booklet avail-|major problem. The other half He emphasized that the over-all = ot —on wy 
ei ' |able from the Herald. would be reserved for a wide) idea is to convert as much advertis-| | | should buy Shirts in 
variety of other government-spon-| ing and promotion as possible from ” 
Newsp qd pers Plan ee oe sored campaigns, to be determined | products promotion to wartime pur- a Shoe Store! 
| 


Under the plan, participants are} by local conditions, by the day-to-| poses, and pointed out clearly that 


H assured that they will not be called| day needs of the government infor-| the principal objective of the coun- 
Would Coordinate upon for further advertising of a|mation program, etc. cil has not been to raise “new 
Local Advertising similar nature during the year. In Mats to Be Offered money” for war advertising, but 
All Th addition, the Herald agrees to pro- merely to encourage the conversion 
on emes vide free artwork, copy and engrav- Mr. La Roche declared that the) of existing advertising money. Col-| = - - @ Ot 
ings for the series, and likewise|council is cooperating with the| lection of new money in such cases ADLER 110 SUR 
New York, April 22.—War serv-| agrees to donate 25% of the adver-| Office of War Information in plans|as the fats and scrap salvage cam- with Celanese’ Wrinkle Free (allay 
ice advertising in newspapers will} tising space used each week. which they hope will result in| paigns was definitely unusual, and Fe 
fall into a coordinated pattern of Similar programs, most of them| making mats and other material! not to be considered as the normal by Vings 
pooled promotion backed by local| covering shorter periods, are also| available to newspapers for use in technique of council operation, he / 
advertisers, utilizing two or three|in operation in other cities. How-| connection with the pooled adver-| said. Mees: nc natdnr geo Ps ss 
pages each week, if plans now in| ever, Frank Tripp, chairman of the|tising program. He stressed the He reviewed the history and econ Na / 


the process of development by the| Allied Newspaper Council, which is| point that there must be integration | operations of the Advertising Coun- 
Allied Newspaper Council, the Ad-|an informal group of representa-| of all local plans in such a manner/cil, denied that the council has Tao Cites fo guenaiteed im entens hn tte 
vertising Council and individual| tives of all newspaper associations|that the result is in reality a na-|“made money for the advertising} ““*“* "imi ‘* =" 
newspapers are put into effect. to provide a liaison with the gov-| tional plan for newspapers. business,” and declared that all Free Claro fra and snr tthe nd 


The advertising pool developed| ernment, warned newspapers not In stressing the importance of|service it renders is gratis. The wont so << ¢ 
; by the Herald, Portsmouth, N. H.,| to set up too ambitious a program| action at the local level, Mr. La| council only has a staff of ten and © chin fo teuntited eppeecimenty 100 dann. 
| which was described to members of| on any particular campaign, such as| Roche emphasized that dislocations| a budget of $125,000, he said. pee A OR RNS 
the American Newspaper Publishers| war bonds, since other government-| in the war effort occur locally, and| Mr. La Roche took occasion to we samen hn anneal news ers 39 

Association by Ross Stevens, adver-| sponsored drives will also require| that only as local difficulties spread|emphasize that advertising men 
tising manager, is indicative of the| promotion from time to time. from one locality to another do they| have confined themselves exclu- 
pattern toward which the news- Chester J. La Roche, chairman| assume the shape of a national| sively to advertising in the OWI, 
Pore paper organization and the Adver-| of the Advertising Council, told the| problem. Therefore, he said, if each|and “have not been and are not 
7 a tising Council are shooting, in an| ANPA yesterday that the council is| local situation is ameliorated, the|now interested in the development 
CN Nt effort to systematize local promo-| heartily in favor of pooled prormo-| problem quickly solves itself. of news.” Despite all the furor, he 
fe tion of the various government-|tion plans in newspapers, and that In a fighting speech in which he| said, there has been no attempt by 
’ sponsored information and moral|the council has in preparation a/|declared that the new competition| advertising interests to influence 
's drives. “Community War Plan,” which|in advertising is to see who can do|the news services of OWI in the 

In the Portsmouth case, advertis-| would ask local advertisers to| the most for America, Mr. La Roche} slightest degree. 

However, he continued, “the news 
columns can inform but only edi- 
torials can lead to action. Not to 
understand the importance of ad- ; : : 
vertising in the total war effort is| This 600-line advertsiement appeared in 


the equivalent of a tactical military | New York newspapers recently to herald 
ove ver, a ul uny error.” a new shirt department in the Adler 


In the over-all view of the war, Shoes for Men chain. Independent of 
he said, advertising’s work must the company's regular shoe advertising, 


ie i. | f G f C i : : : the shirt copy carries a new signat 

yt certainly be considered as relatively Py as wre, 

oe es «ae ¥ Ou ve oO ompany small; it cannot be a major war| Adler Shops for Men. Consolidated Ad. 
f'* 


effort, on a par with the work of vertising Agency handles the account. 
the armed forces. But it is never- 
theless vitally important on the 


wo a gael My on ah Be war Share-Car Drive 
it 1% i ° 
the ar ons a ak oe election,” Readied by OPA 


he said. “Even 80% or 90% is not , , 
enough; we must have 100% coop-| _ Washington, D. C., April 22.—The 
eration.” Office of Price Administration is 
; prepared to set in motion a car- 
sharing campaign, with the Office of 


Newspaper-Radio Civilian Defense responsible for 


making the plan work at local level 


The campaign will be conducted 

Group Votes to under the supervision of Jack Trow, 
: now on leave of absence from Max- 
Continue Work on, Inc., Detroit, to serve with OPA 


Already prepared is an “Ad-Maker’s 
New York, April 22.—The News-| Handbook,” and arrangements have 
paper-Radio Committee, composed | been made for newspaper mats and 
of publishers and broadcasters in-| j]lustrations 
terested in the joint operation of Tentatively, here’s how the cam- 
newspaper and radio  properties,|paign shapes up: One full-page ad- 
adopted a resolution here this week|vertisement has already gone oul 
calling for continuance of the com-|through Meyer Both Company, and 
mittee and maintenance of its office | other 1,000, 600 and 150-line adver- 
here, although there is at present no|tisements, illustrations and mats 
particular problem facing the group.| will shortly be sent daily, week!) 


. r , -Harold Hough, Fort Worth Star-|and shipping newspapers, as well a: 
a Yes, Paul Bunyan and his lumber boys—though “Because of Tacoma’s low Electric 4 who has been a leading|to local boards for distribution 

Fy . , : : ” is ci - | spiri ittee si its in- | retailers. 

vgs Tacoma, the “Forest Power rates, this city has de spirit 1.4 the committee since its in-|re 
aS aignty mips & , veloped an important ELECTRO- ception av the time when the FCC| An unusual feature of the news- 
ea oat Products Capital of America”—are seeing a METALURGICAL indust . was threatening to restrict radio|paper advertisements is their phys- 
as ; : a. And ; ; i licenses to rewspapers, was re-|ical makeup, which makes it pos- 
lot of NEW industrial faces* these days. varied and growing ELECTRO- elected chairmain of the steering state to mee the heediine snd use 
: : this ans TW CHEMICAL industry. committee. Othe." members are|it as a “spot,” or to substitute o 
to the far-sighted advertiser. cn ° Walter Damm, Milwiwukee Journal, | of vag gt ng ey copy so that the 
ings: i ° vice-chairman; Dean F‘itzer, Kansas |©C°Py fits the sponsor. 

things: (1) Tacoma TODAY is a better, broader x = elemen; Deon ¥itene, Sanese |" chest 6 seen tateniey wee 
market than ever before. (2) Tacoma will Aluminum . . . Ferro-Alloys .. . ‘hofer, Buffalo News; Johr» Person, nee be held Bw 
0 ” Willi ; and 1. He ne 
ES CONTINUE to be a “preferred market” long Iron . . . Steel . . . Carbon... Prtemeggy nnig Fon Pe - rn ac_|ture. Tentative posters have beer 
is : sas h d. Ind Carbide ... Coke ... and related pn with the by-laws these | Prepared for individual sponsorshi} 
+ a after war-time conditions have p 4 —_ industries—plus a host of chem- lsix will select three additional | by. advertisers. In radio, the cim- 
" trial diversification—speeded by war—will be ical products—all will contribute members to serve with them. | Palgn will —— bran gal ond vf 
: to Tacoma’s post-war payrolls. FCC hearings on newspaper ow'n- | ROURCement allocation, ol! Compe 
a vital factor in Tacoma’s post-victory future. ws lership of radio stations have bee:1|"ies are being asked to participat 
sy adjourned for more than a year-,|2%4 automo ile makers have lee 
- me apap " — _,\|in to OPA, secured general cop) 
subject to call. No action on these} _). . " +e ; Rat: 
“tons drat : iin: toe te dies i slants, and are writing in their ow 
Yes—and FOREST PRODUCTS, | Rearings seems dkely, 2Or te Cur- \messages on the shows they spons0! 


. . ation of the war at least, but the j 
too, are experiencing growth committee is determined to be pre-|q 
and diversification. New uses pared if the subject is reopened. lof'.the Office of War Informatio! 


for lumber, for plywood, and |shoft subject films for general 


further development of plastics— ‘Starts Blade Copy | trib tion; newsreels will cooper: te 
all will mean greater post-war 


slidefilm is being readied for in 
stry; the campaign will have s« ™¢ 


|and Hollywood is expected to ju™! 
on the bandwagon—partly throws! 
insertion of the car-sharing them 
in a Mardy family picture. 


Personna Blade Company, New 

payrolls for Tacoma. York, has begun a national maga- 

zine and newspaper advertising 

campaign in nine general magazines 

and 70 newspapers across the coun- | a 

try. The newspaper campaign will Jorge nsen Appointed 

be stepped up to include 150 papers| Mpois.t-R-Proof Container ( 

as markets are established. In-| pany, San Francisco, has appoir ¢4 

sertions will appear regularly| Richarci Jorgensen, Advertising, °2! 

throughout the year in both media. | Jose, tc) handle its account. Bus! 

Amos Parrish & Co. handles the| ness papers and direct mail wil! > 

account. used until completion of a new es! 
ern plamt, when consumer pub 


_ REPRESENTED NATIONALLY BY LORENZEN & THOMPSON, INC. __ Babbitt to Tracy, Kent == NO Nit! be Sted 
’ Sng a es ; | Babbitt Industrial Specialties Co.., | ‘ . 
[°° * eae Paki ties is eo . es re asin New York, manufacturer of plastic) WGR to Join Blue 
: nm City a - San ‘ | sealants, mastics and adhesives, has| Station /WGR, Buffalo, wil! 
appointed Tracy, Kent & Co. to|come a sic affiliate of the fue 
handle its advertising. Industrial| Network,} effective June 1, rep 3° 
papers and direct mail will be used.! ing WEBR. Buffalo. 
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What's Happening to 
Buying Habits? 


What are your customers doing about 
brand substitution? What is the trend 
of patronage in super markets, chain 
stores and neighborhood stores? What 
is the trend of national and private 
brands? The Milwaukee Journal War- 
time Consumer Analysis — 20th annual 
edition—gives the answers to scores of 
questions puzzling marketing men, tells 
what's happening in homes and stores 
in a big war booming market. Write the 
Advertising Department for a copy 


ADVERTISING AGE 


_ Wisconsin 
_ Market 


IN POPULATION | 


THIRD LARGEST IN NATION | 


853,223 People Now in Milwaukee County— 
Gain of 86,454 in Civilian Population Since 1940 
Latest census bureau population estimates show a gain of 86,454, or 11.3% for Mil- 


waukee county. This percentage gain is exceeded by only two of the nation’s twenty 
largest trading centers (Detroit and Washington, D. C.). 


- $15,039,000 Weekly Factory Pay Roll— 
That's $9,000,000 a Week MORE Than in 1940 ( 
Milwaukee county alone has a factory wage earner pay roll of more than $8,000,000 


weekly—55% more than a year ago—more than triple the pay roll of three years ago. 
And it is still growing fast. 


War Orders of Six Billion Dollars Have Added 
a Big Market to an Already Great One 


Direct and indirect war orders make Milwaukee one of the nation’s top markets in war 
money. In three months ending December 31, direct contracts alone increased 
$600,000,000 in this area, Another $300,000,000 was added in January and February—a 
total of $900,000,000 in new, direct orders in five months. More than 40,000 workers 
have been added to factory pay rolls in the past year—122,700 in three years. 


Greatest Sales Gains of All Large Cities, 
According to Sales Management High Spot Cities 


Month after month Sales Management “High Spot” ratings have shown Milwaukee 
1-2-3 among the fifteen largest cities in retail gains. The April 1 issue placed Mil- 
waukee first by a wide margin, The Federal Reserve index—150.2 for Milwaukee 
in 1942—indicates gains of nearly 40% over 1940, and 50% over the census year of 1939. 


ONE Newspaper Does a MORE COMPLETE Coverage Job 


in Milwaukee Than in Any Other Large City 

The Milwaukee Journal is read regularly in 92% of all homes in the ABC City Zone 
—based on 1943 family estimates. This is the most complete one-paper coverage 
available in any city of 500,000 or more. Moreover, The Journal’s daily circulation of 


288,964 provides a larger “one-paper market” than any daily newspaper in Cleveland, 
Pittsburgh, Washington, D. C., St. Louis, Baltimore, Los Angeles or San Francisco. 


THE MILWAUKEE JOURNAL 
PO FIRST BY MERIT | 4 
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ADVERTISING AGE 


Comic Magazines 
Seek New Place in 
Advertising Sun 


Richard A. Feldon 
to Represent 
Groups Nationally 


By STEVE BOOKE 
New York, April 21.—Recent de- 
velopments have highlighted comic 
magazine publishers’ increasing 
awareness of advertising as a poten- 
tial source of additional revenue— 


SEND FOR THIS FREE BOOKLET 


by an agency doing an outstanding 
job for the smal! budget advertiser. 


WILLIAM BALSAM 
Advertising 
540 N. MICHIGAN 


| whereas heretofore they have been | Comics, Boy Commandos, Wonder 


primarily concerned with soaring; Woman, Comic Cavalcade and AIll- 
newsstand circulation. Flash Comics. 
Significant was the organization Advertising rates for the monthly 


here last week of Richard A. Feldon| group run: full page, $2,800, second 


| 
| 
| 


& Co., 420 Lexington Ave., which| cover, $3,150; third cover, $3,150; 
will function as national advertising | fourth cover, $3,500. For the quar- 
representative for several publish-| terly group a full page costs $2,000; 
ers, including the National Comics| second cover $2,250; third cover 
Group, composed of 18 leading | $2,250; fourth cover, $2,500. 
newsstand comic magazines said to} The devel*pment of the comics 
represent 25% of all circulation in| Magazine from a tentative and un- 
the field, with a guaranteed ABC| certain beginning to approximately 
circulation of 6,000,000. 132 separate publications with a 
Dynamos behind the newly cre-|combined newsstand circulation 
ated company are Richard A. Fel-| ranging from 18 to 20 million copies 
don, formerly advertising director | each month, has taken place within 
of Liberty, and Erik R. Singer, for| Comparatively recent years. _ 
six years vice-president of the! During the latter part of the nine- 
United States News before joining | teenth century, “funnies” were fas- 
Liberty in 1937. cinating millions of newspaper 
readers and several syndicates dis- 
Impressive List tributed them as regular features. 
The monthly unit of The National| “The Captain and the Kids,” cur- 
Comics Group embraces a formid-| rently running for United Features 
able list of titles with an ABC cir-| Syndicate, dates back to 1897, when 
culation guarantee of 3,500,000.| Rudolph Dirks patterned a series of 
Books include: Action Comics, De-| stories after Wilhelm Busch’s “Max 
tective Comics, Sensation Comics,|und Moritz,” and called it the 
Flash Comics, Star Spangled Comics,|“Katzenjammer Kids.” 
Superman, More-Fun Comics and The comic magazine in its present 
All- American Comics. (Batman,| form is an offspring of “Funnies on 
Adventure Comics and Green Lan-| Parade,” put together in 1933 with 
tern alternate with Superman,| reprints of Sunday comic pages and 
More-Fun and All-American respec-| sold to large companies as advertis- 
tively.) ing premiums, according to M. C. 
Comprising the quarterly untt| Gaines, president of All-American 
with a circulation guarantee of|Comics, writing in his narrative 
2,500,000 are: All Star Comics,| illustration, “The Story of the 
Leading Comics, World’s Finest! Comics.” 


... AS UNINTERRUPTED 
AS TIME ITSELF .. 


Symbolic of power, the grandeur of 
Niagara Falls has through the years 
attracted the fascinated attention of 
millions of people. 


_ The power of the daily press also 
holds universal interest. 


When a situation develops making it 
possible to use newspaper advertising 
to unusual advantage, this power is at 
hand — ready to serve —like turning 
on an electric switch. 


With point rationing in effect, a rare 
opportunity is offered advertisers today. 
For women buyers part with ration 
points most cautiously — and the brand 
they recognize as dependable quality 
costs no more, in ration points, than 
unknown brands. 


Now is no time for the household 
\ | purchasing agent to gamble her limited 


ration points on goods she’s not sure of. 
She knows that! 


Are you telling her about your brand 
— through newspapers? 


"Wt ih) Nn. 


i" 


One of America’s Great Newspapers 


April 26, 1943 


PRAISES DEALERS 


—__ > 
Even before this, however, in 

1929, Dell Publishing Company 
whipped up a four-color comic 
newsstand publication entitled, “‘The 
Funnies,” of which 13 issues were 
sold. 

Mr. Gaines further emphasized 
the qualities of the comic magazine 
as an advertising medium, when in 
1933 he sold a 96-page edition 
called “Century of Comics” to Pride 
Products Company of Canada for 
New England distribution as a pro- 
motional piece. 

“Famous Funnies,” team-mate of 
“Funnies on Parade,” was devoted 
completely to reprints of “Skippy” 
and became the first book to be 
made available for purchase by the 
general public, distributed first 
through chain stores and later 
through newsstands. 


This is the Way Three Thousand “Little Business Men” have \ 
to Their Part in Winning Victory —and a Better Prtur, 


chp 


“Superman” Wins Out 


Most of the comic syndicates had 
the opportunity of throwing away 
exclusive rights to a gold mine in 
1934, when they shut their doors 
on “Superman,” brain child of Jerry 
Siegel and Joe Shuster. 

The man from the planet Krypton 
was batted from pillar to post, but ss ery 
he summoned his now legendary) fact way” has reacted admirably 
strength until finally his creators| during this chaotic period. 
laid him gently at the door ef The comic magazine has traveled 
Action Comics, where he was the same stormy road accorded the 
scooped up and put in condition for|™much discussed “soap opera’ of 
the arduous job of vaulting over|radio fame. Both present targets 
skyscrapers. |for virile critics, but while their 

A new era in the life of the comic! limbs are being good naturedly torn 
magazine was launched with the| asunder, they continue to make im- 
advent of “Superman.” Heroes of | pressive strides forward in circula- 


BUICK siren or GENERAL MOTORS 


Buick Division pays tribute to its dealers 
in this one-shot advertisement in 34 news. 
papers. Arthur Kudner, Inc., handles the 
account. 


0 L E D t) B LA D E | GAZINE FAMILIES ARe 


‘unimpeachable character and/tion and listening surveys. _ 
/miraculous physical power sallied| At any rate, controversial discus- 
‘forth to excite the minds of children| sion of the comics has died down 
and their parents alike. “Batman,” recently; they have been sanctioned 
“Flash,” and the “Green Lantern”| by a great many of their former 
made reigning prize-fighters appear | critics and achieved a dignity only 
as ineffectual as Mother Hubbard. | by mass acceptance. 


After surviving the rigorous mail 
Put to Constructive Use 


order advertising test used to prove 
, ae! most young magazines, the comics 

The educational division of the| are now flexing their muscles in 
Juvenile Group Foundation has) anticipation of playing a Superman 
| published a “Superman” work book | role on the advertising stage. Pio- 
designed for use in classrooms as an| neer advertisers in the comic field 
_aid to English teachers. Dr. Robert) jinc¢lyde U. S. Rubber Company, 
| L. Thorndike, department of educa-| Quaker Oats, Ralston Purina, Lionel 
tional psychology at Columbia Uni- Corporation, Curtiss Candy, Daisy 
versity, outlines its purpose by say-| wfg) Company, Bendix Corpora- 
| ing: tion, Sweets Company of America 


“In this work book it has been| ang the Norwich Knitting Mills. 
our purpose to capitalize on the tre- 


mendous_ juvenile interest in | 


|“Superman” and put it to work tor| Aviation Corp. 


| useful school goals. The _ teacher | 


@ who can thus utilize the child’s | 
interests and who that |£O Launch New 


can show | 

she is aware of and interested in 4 
those things in which her pupils are Ad Campaign 
interested, has taken an important New York, April 22.—The Avia- 
step toward making school a real|tiopn Corporation will launch an 
and vital place for a child.” advertising campaign in newspapers 

Dr. Thorndike carefully notes that| ,44 newspaper color supplements 
a 64-page issue of “Superman” Con-| peared to informing the general 
tains a total of 10,000 words and public what the aviation industry 
about 1,500 to 2,000 different words, is doing to lick the Axis. Initial 
many of which are new to children. | insertions will break about May 1. 
The work book has been armed! ‘The corporation, headed by Vic- 


with: ; tor Emanuel, president, is made up 
1. A multiple choice vocabulary | o¢ Lycoming Division, Williamsport, 
pre-test; Pa.; Republic Aircraft Products 
2. Vocabulary study exercises; Division, Detroit; Liquid Cooled 


3. Check tests for reviewing vo- Engine Division, Toledo; Spencer 
cabulary. eee |Heater Division, Williamsport, Pa. 
The publication of this work book | and American Propeller Corpora- 

provided an invaluable ally for | tion, Toledo. Subsidiary and as 
those who see comic magazines as| ojated companies are American 
a constructive form of juvenile | Central Mfg. Corporation; New 
reading. | York Shipbuilding Corporation; and 
Not All Smooth Sailing | Consolidated Vultee Aircraft Cor- 

| poration. 

But not every one loves them as| The account is handled jointly by 
well as Dr. Thorndike. Sterling| the New York and Detroit office 
North, book critic, penned a bitter | McCann-Erickson. 
denunciation of the comics in the} ialneebeindtinemmanes 
Chicago Daily News a few years! 
beck. After examining 108 comic | Ruebel Heads Chesman 
magazines, Mr. North descended| Nelson Chesman Company [45 
from the housetops and unleashed | been organized in St. Louis %Y 
his fury upon “thoughtless parents’”’| Daniel A. Ruebel and Associa' 
and “unimaginative teachers.” |who acquired the Nelson Chesm .n 

More recently, two librarians car- | name recently. Mr. Ruebel, pres!- 
ried the comic colors in the Library|dent of the agency, was vice-pre>'- 
Journal by contending that it istime|dent of Chappelow Advertis'' 
to cease being Victorian about|Company for 12 years, and is a Pp 
comics, inasmuch as this is hardly| president of the Advertising Clu! 
a Victorian age, and “childhood, in|St. Louis. Offices of the comp: 
its eminently sane and matter of'are in the Title Guaranty build 
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THE NEWSSTAND “BIG 10° 
six Months of 1942 Based on A.B.C. 
“a Publisher's Statements 


Newsstand gainor % Gain 


Sales Loss or 
Magazine us _ over 1941 = Loss 


1,439,054 459,200 46.9% 
2,434,860 442,442 22.2 fh 
Life 1.408078 298,423 26.9 “sade 


ws annps4 226506 37 AND TRUE STORY CONTINUES TO 


TRUE STORY 


Modern Romances 235,140 181 872 «(17:3 


O THE tune of 459,200 more copies per month, TRUE 
. | ‘ ; . 
pond Housekeeping 1,001,040 72,258 MF publisher's tstimates $01 oa STORY took the biggest stride of all magazines at the 
nae - 1,733,878 27,551 GAIN IN 1943 First Three Mon newsstands for the last 6 months of 1942...went from 
— — yoeaies 156785 Goin Total Net Jo Gein, 8th to 4th place in total sales...became the fastest-growing 
Companion . 092 15,392.10 month Newsstond ove, 1942 Paid = Over newsstand seller in the field. 


Ladies’ Home Journal 1,581 


096 317% 
+ 960,486 —129,536 —I1-9 aa 


4,596 79.8% This last six months’ gain (dating from the first issue of 7 
day Evening Pos Jonvory 1,494, 2,531,007 107 ~ ° ° ; 9 907 Bs 
or many ata Be 5491145 11.6 True Story’s new editorship), showed a 23.2% greater rate oe 
845 307 eee 
March 1,740, 


of growth than the preceding four months following the “7 
price reduction to 10¢. . 

And still gaining! Estimates for the first 3 months of 1943 
immediately prior to paper restrictions are just as exciting. 
So far, they indicated a newsstand gain of 492,000 over last 
year, an average total net paid for the quarter of 2,374,749! 
The February and March issues actually gained an average 
of 11.2% over the same issues of 1942 which had sharply 
peaked after the price reduction made with those issues. 


il, 
(Too eorly to quote figures on ~ 
but they look equally good. 


ECAUSE more and more families like For 24 years, True Story, the pioneer 
B these pictured here —Wage Earner in editing to Wage Earner families, has 
families—are finding in True Story their tuned its stories, features and articles 
kind of magazine, talking their lan- to these families and no others. Thus 
guage! ... dealing with their problems, True Story has a hold on their loyalty, 
their interests. an acceptance in their homes, ap- 

That is why early reports from the proached by no other publisher. 
first issue at 15¢ (May) indicate that This is why the average True Story 
True Story will be able to sell as many story is read by 69% of the people who 
copies as paper restrictions permit us buy the magazine (compare published 


to print. = figures of other magazines)! And this is 
also why advertisers in True Story en- 
joy the highest average readership traf- 
fic of any magazine studied by Starch, 
year in and year out! 


> bk ae Se ~ ® 


HOW TO MAKE THINGS LAST FOR THE DURATION 


is one of the many tips on wartime living which the 
Charles Sims of Cleveland have learned through TRUE 
STORY. Mr. Sims is a stationary engineer, working 
in an oxygen manufacturing plant. Mrs. Sims has been 
a TRUE STORY reader for over 15 years. 


EDITORIAL 
VITALITY 


7 


= 417, BETTER READE 


A Last Six Months Last Six Months 
verage score, of 1941 of 1942 


' KING CARE OF DEBORAH takes a good deal of time for Mrs. Sam stories and articles, 
! Dusenberry, of Paterson, N. J., who credits TRUE STORY’s Victory 


| oO 
~omemaker department for many ways and means of making that read all f! 
‘asant task lighter. Mr. Dusenberry works at Eclipse Aviation. (Source: TRUE STORY Reader Research) . Oo 


69.4% 


Gives You These 6 “EXTRAS”! 


1. Most Wage Earners at Least Cost 4. Least Duplicated Audience 
2. Highest Average Ad Readership 5. 41% Higher Editorial Readership 
3. Record Pass-Along 6. Moves with the Payrolls 
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ADVERTISING AGE 


April 26, 1943 


Joins WTCN Staff 


Clifford J. Rian, account execu- 
tive with McCord Company, Minne- 
apolis advertising agency, has joined 
the staff of Station WTCN, Blue 
Network outlet, as sales promotion 
and publicity director. He will con- 
tinue the early morning newscast 
which he has handled for some 
time. 


“When she hears the news on) 


WFDF, Flint, Michigan, ll be 


getting two letters every day.” 


| patent 
|'United States government 


150 Dailies Tell 
of Buna-S Patent 
Gift to Country 


N. J. Standard Oil's 
Interest in Rubber 
Called Secondary 


New York, April 21. — Standard 
Oil Company of New Jersey pro- 
vided an unusual fillip to the story 
of its dealings with I. G. Farbenin- 
dustrie, the German chemical trust, 
today by announcing, via 7-column 
advertisements in 750 newspapers | 
in 500 cities throughout the country, 
that it has offered to transfer its 
rights on Buna-S to the 
per- 
manently, without cost and without | 
strings. 

“For more than a year this com- 
pany’s Buna rubber patents have 
been royalty-free to everybody for 
the duration of the war,” the copy 
said. “Last Thursday we offered, 
subject to the approval of our stock- 
holders, to transfer permanently.to 


ithe U. S. government (through the 
| government’s Rubber Reserve Com- 


| pany) patent rights on Buna-S.. 


the tire rubber which forms the 


basis of the guvernment’s synthetic| the coming of war, 


|rubber program. The government’s 
'Rubber Director and Rubber Re- 
| proposal. This is the first time, to| 
/ our knowledge, that any company 
|has offered to the government the 
| right to license important patents— | 
| royalty- free—forever—to everyone 
|—even to its competitors.” 

| Provides Reciprocal Pool 


| 


The advertisement explains that 


under the terms of the arrangement, 
the government will have a free li- 
cense for itself for the life of the 
patent; during the war it may issue 
royalty-free licenses for the life of 
the patents to “everyone who coop- 
erates with the government in its 
| war rubber program and recipro- 
cates with similar licenses under its 
| own patents”; no payment is to be 
| made for any patents used; and the 
| gov ernment is to increase its expen- 
| diture on synthetic rubber research 
to a total of not less than $5,000,000. 

A box explains “facts about 
Buna,” recalling that the original 
Standard Oil-Farben deal for a 
“minor interest in their Buna rub- 
ber processes for use outside of 
Germany” was made in 1929, and 
that in 1939 Standard bought all 
German rights in the Buna pro- 
cesses for the U. S. A. Soon after, 
it says, two large rubber companies 


With 
“authorities 
agreed that Buna-S was America’s 

best bet for tires. It became the 


began building a Buna plant. 


| serve Company have accepted this| basis of the government's synthetic | 


tire program.’ 

Now, with six plants in operation, 
and the government expending over 
$600,000,000 on its Buna-S program, 
by the end of the year completed 
plants will have a capacity of 705,- 
000 tons annually, according to the 
advertisement — more than the 
country’s entire peacetime rubber 
requirements. 


Interested Only in Oil 


In announcing the agreement with 
the government, Ralph W. Gal- 
lagher, 
that the company naturally 
selfish interest in seeing that Amer- 
ica is never again pinched for rub- 
ber, 
pany has no postwar 
rubber 


interest in 


.| took out licenses, and Standard also | 


| 


Standard president, declared | 
has a| 


but declared that the com-| 


except as it makes it pos-| 


sible for automobiles to run and use | 


gasoline. Standard makes 
diene, using a formula requiring 
oil, and supplies it to plants making 
Buna-S, he said, but the amount of | 
oil used in this product is so small | 
that Standard is not greatly inter- 
ested in whether oil or alcohol 
formulas are used. 

Something like 100 patents are in- 
volved. Interest in most of them 
was acquired in 1929 in a $35,000,- 


The Classified sends service business to this Oldsmobile dealer. 
Other prominent automobile manufacturers — Buick, Chevrolet, 
Plymouth, Chrysler, to mention a few—are among the companies 
represented in the Classified section of Telephone Directories. 


Service business is directed to authorized dealers who are listed 
in the Classified section of Telephone Directories under various 
washing machine trade marks some of which are ABC, Bendix 


and Easy, 


This busy radio service man is listed in the Classified under the 


brand name of Stromberg-Carlson.. 


.Philco, Motorola, Zenith and 


others are also represented in the Classified section of Telephone 


Directories. 


“Have received many calls from the Classified,” 
Electric appliance dealer. Norge, Frigidaire, Leonard, Kelvinator, 
Westinghouse, Hotpoint, and other prominent trade marks are 
represented in the Classified Telephone Directories. 


says this General 


How to keep your product 
in good hands 


CLASSIFIED TELEPHONE DIRECTORY 


Automobile Agencies— (Cont'd) 


AUTO 


SERV 
Martmaene Ante 


Conserve your car— 
Have 


save gaso- i 
Nash-trained 


mechanics service it regularly. ' 
Dealers listed below are equipped 
to service reasonable 


all care at 
“FOR SERVICE CALL” ' 
DISTRIBUTOR 
Mes CORR Yst5 s eonponey GR and-5750 
Nights Sundays & Holidays « JE ffersn-3370 H 


DEALERS 
INC 5640 Gravs 
wire 057°. S Bwaw 


. » HU dson- at { 
Bt ste YE | 
° * ‘5 


This is what prospects for Nash service 


see when they consult the Classified. 


_ 
Cae 


It’s now more important than ever, that your customers” 


equipment be kept in good repair by your authorized 


dealers. These men are in a better position to render 


the type of service that will maintain respect and good 


will of your company’s products for post-war sales. 


When your trade mark is displayed in the Classified 


and your dealers’ names, addresses and telephone 


numbers are listed underneath, you make it easy for 


customers and prospects to find your authorized outlets. 


Dealers, too, appreciate the volume of service business 


the Classified brings. 


Would you like details of how this identification plan 


can be adapted to your markets — at low 
cost? Call a Directory Advertising Repre- , 
sentative through the business offices of \Q 


your Telephone Company. 


buta- | 


———e 


"FIGHTING FUEL 


@ CHICAGO COAL MERCHANTS ASSOCIATION @ 


[+ + THEY GIVE ALL! WON'T YOU LEND MORE) SUY WAR SONGS. . ] 


A consistent advertiser over the past |? 
years, Chicago Coal Merchants Associa. 
tion is running this copy in local news. 
papers, using the theme, "Coal is a fight. 
ing fuel," in an effort to do a job of 
selling the entire industry. 


— 


000 deal with Farben. With the 
outbreak of the war in 1939. the 
original arrangement was changed 
so that Standard relinquished a) 
interest in the patents outside ths 
United States, France and the Brit- 
ish Empire, receiving exclusiv;, 
rights in those territories in return 
As a result of these agreements, the 
Department of Justice started ar 


| anti-trust suit against the compan; 


shortly after Pearl Harbor—an ac- 
tion that was settled by agreement 
a year ago. 

McCann-Erickson, Standard Oj] o! 
New Jersey agency, placed the ad- 
vertisements which appeared toda) 


FIRESTONE ALSO 
OFFERS ITS PATENTS 


Akron, O., April 21.—Following ; 
similar move by the Standard Oj 


| Company of New Jersey, the Fire- 


stone Tire & Rubber Company to- 
day offered to transfer to the gov- 
ernment all of its patents on 
Buna-S synthetic tire rubber. Ni 
compensation would be required, 
and the offer would hold good “fo: 
all time.” 

The offer was made in a telegram 
from Harvey S. Firestone Jr., presi- 
dent, to Rubber Director William M 
Jeffers. 

At the same time, P. W. Litchfield, 
chairman of Goodyear Tire & Rub- 
ber Company, while not announcing 
a specific offer, said: “this proposal 
to remove the remaining restrictions 
on the free use of synthetic rubbe: 
patents is consistent with our basic 


|} war policies and Goodyear stands 
|ready to go along with the rest of 


the industry.” 


Joins Gilman, Nicoll 


Garry A. Erb has joined Gilman, 
Nicoll & Ruthman, newspaper rep- 
resentative, as Philadelphia repre- 
sentative of the organization. He 
was formerly national advertising 
manager of the Philadelphia Public 
Ledger. 


_ * More Than 
99+% 
COVERAG 


EVENING and SUNDAY 
Is What You Get 


IN LINN COU 
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The headline tells in a few words the 
story of the greatest force in advertising 
today . . . the piled up power of forty 
leading Sunday newspapers working as 
a unit... the massed weight of more 
than 14,000,000 circulation in the first 
national newspaper network .. . with a 
concentration unmatched by the average 
magazine list, any radio program! 

There are fewer Sunday papers than 
dailies—only one to four. So Sunday 
newspapers circulate far from their 
publication point. Metropolitan Group 
gathers up the outlying circulations of 
forty great Sunday newspapers .. . 
blankets 457 cities (all better than 10,000 
population) with more than 50% family 
coverage ... has better than 20% family 
coverage in 820 cities in the same size 
bracket . . . reaches more than half of 
the best buying families in the country! 


Newspaper 
with national spread?! 


Metropolitan Group . . . in the plus- 
10,000 class cities, has more circulation 
than all four leading weeklies, as much 
as the four largest women’s magazines 
... More circulation in the under-10,000 
towns, than the SEP total! 

And in these Metropolitan Group 
papers, the national advertiser has a 
preferred position—in the comics section, 
read by more than 75% of the adults and 
virtually all the children in 14,000,000 
families ... read regularly, on Sunday! 

The space unit is large. Four colors 
permit the presentation of package or 
product. The cost is low. One order, one 
piece of copy, one bill .. . And comics 
section advertising in Metropolitan 
Group gets to literally everybody — 
dealers, customers, prospects! ... Learn 
more about the most magnificent 
advertising opportunity of our times! 


Metropolitan Group 


Comic Section Advertising in: Baltimore Sun ¢ BostonGlobe ¢ 
Detroit News © New York News ¢ Philadelphia Inquirer ¢ Pittsburgh Press ¢ St. Louis Globe-Democrat 
Washington Star e Des Moines Register ¢ Milwaukee Journal ¢ MinneapolisTribune ¢ St. Paul Pioneer Press 
ALTERNATES: Boston Herald ¢ Detroit Free Press ¢ New York Herald Tribune ¢ St. Louis Post-Dispatch ¢ Washington Post 
OPTIONAL ADDITIONS; Baffalo Courier-Express © Cincinnati Enquirer « Columbus Dispatch ¢ Dallas News 
New Orleans Times-Picayune ¢ Omaha World-Herald + Providence Journal ¢ Rochester Democrat & Chronicle 
Springfield Union & Republican ¢ Syracuse Post-Standard « METRO PACIFIC: Fresno Bee « Long Beach Press-Telegram 
Los Angeles Times ° Oakland Tribune . Oregon Journal ° Sacramento Bee e San Diego Union 
San Francisco:Chronicle + Seattle Times ° Spokane Spokesman-Review a Tacoma News Tribune 


NEW YORK: 220 East 42nd Street ee CHICAGO: Tribune Tower 
DETROIT: New Center Building « SAN FRANCISCO: 155 Montgomery Street 


Chicago Tribune ¢ Cleveland Plain Dealer 
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JOHN B. MILLER, | 


‘10 Cents 4 Copy, $a @ year | 


Strengthening the Hk Home Front 


Everything coming out of Wash-; while at the same time industries | 
ington these days indicates that the | which have been begging for addi- | 


civilian economy, which it is now | 
recognized is a fundamental part 
of the war economy, is going to 


have more attention than it received | 


earlier, when the urgency of mili- 
tary production obscured all other 
factors of the situation. 

Now we are being told that the 
civilian economy cannot be cut fur- 
ther without detriment to the war 
effort, and that rationing of clothing 
and similar products is no longer 
being considered. At the same time 
the idea of attempting concentra- 
tion of civilian industries has been 
laid aside, as this extreme measure, 
considered for a time because it has 
been employed successfully in Great 
Britain, is no longer 
necessary. 

On the other hand, labor leaders 
are talking about the possibility of 
a decline in employment due to the 
reduction in war requirements of 
certain products. The great indus- 
trial machine which has made 
America strong in war as in peace 
has turned in a 
formance, so that, shipping facili- 
ties considered, we have caught up 
with requirements for many prod- 
ucts. While the emphasis continues 
to be on the production of planes 
and ships, output of many other 
war essentials is being trimmed be- 
cause of the already large produc- 
tion which has been achieved. 

Thus labor organizations are be- 
ginning to wonder what is going to 
happen to workers in certain lines, 


ian all-time 


magnificent per- | 


tain 


| tional materials needed for 
tial civilian supplies, like farm im- 
plements, heating equipment, etc., 
are being given more consideration. 
Even the rubber situation, in spite 


‘of the differences of opinion of Mr. 


Jeffers and Mr. Davis, 
better than it did 
months ago, and Mr. Jeffers sees 
no reason for further cuts in 
civilian driving. Canned goods and 
other food products are gradually 
being released from government 


looks a lot 
six or eight 


| 


essen- | 


warehouses to augment the civilian | 
| supply. 


Since civilian buying power is at 
high, and _ products 
which are available are being pur- 


thought to be chased on a liberal scale, along with 
a record-breaking 


investment of 


surplus funds in war bonds 


jis that 


THAT TEMPTING WHITE SPACE 


Forbes 


"| believe he was one of those advertising chaps, sir, back in the States." 


Ad-libbing 


Distillers Are Dry 


| (64%) 


report higher inventories 


The annual report of the Distilled | now than in “normal times,” but 


Spirits Institute is authority for the | OMly 45.8% 
option | 


statement that 1,484 local 
elections were held in 1942, with the 
net result that in 43 places formerly 
dry the vote was wet, and in 162 
wet areas the voters reversed them- 
selves and became dry. Thus, there 
was a net dry gain of 119 units and 
a net increase of 689,114 population 
in dry areas. 

This is bad enough, but the 
strangest part of the whole picture 
Kentucky, the traditional 


j}home of fine American whisky, with 


stamps, it is evident that expansion | 


of production for civilian use will 
serve a three-fold purpose: it will 
absorb buying power, thus staving 
off the possibility of inflation; it wil] 
make for better supplies of essentiat 
products for the workers who sup- 
port the fighters, thus improving 
morale all along the line, and it 
will help to absorb manpower which | 


may become available as the war|that the 
in cer-| 


production situation eases 
communities and in 
industries. 

This is a remarkable over-all 
improvement in our national pic- 
ture, and it is one which represents 
a tremendous accomplishment of 
management and labor. 


certain 


New Directions for Dollars 


Consumer buying power is great, 
and consumer dollars are rolling, 
but they are rolling, as advertisers 
and merchandisers are discovering, 
in many new directions. Shortages 
of goods on the one hand and 
limited ration points on the other 
are turning consumer interest and 
demand into new channels. Sub- 
stitutes are being used in place of 
the products which were once con- 
sidered prime essentials, leaving 
owners of brands in former pre- 
ferred classifications wondering just 


where they will stand when the 
smoke clears away 
Only skillful marketing and ad- 


vertising, which stimulates interest 
in products not now available in 
customary quantity, will assure the 
etention of markets which have 
been temporarily lost 

Coffee interests are 
cause first 


worried be- 
a shortage and then the 


rationing of the beverage turned 


==20 
the attention of consumers in other 
How many people who 
formerly considered coffee as their 
first choice at all meals will be 
found after the war to have become 
regular tea, milk, 
substitutes for the 


directions. 


consumers of 
other 
cup that cheers? 
Butter has been difficult to obtain 
in normal quantity, and likewise 
has been rationed below normal 
consumption levels. If margarines, 
which have been improved in qual- 
ity to a marked degree, are given 
a fair chance to take up the current 
slack, how many consumers will 
continue to use them when butter 
is once more available without 
restriction? 
These are 
advertisers of 


cocoa or 


the problems which 
so-called standard 


products, as well as those which 
are now being used in their stead, 
are finding it necessary to ponder 


carefully. 


state last year, 


| wet. 


| 
| 


| 


| 
| 


}umns in the daily 


and dry 


more distilleries to the square inch 
than any other state, moved 14 
entire counties from the wet to the 
column, and accounted for 
almost half the total number of peo- 
ple added to the dry areas. There 
were 16 local option elections in the 
and in only a single 
case did the county vote to remain 


election, the drys won the 
day, placing 312,732 people—almost 
half of the countrywide total— 
under dry jurisdiction. 

The answer may be, of course, 
hardy Kentuckians 
types of revenuers 


resent all and 


|don’t relish competition from com- 


mercially-produced spirits. 


Tear Drop Design 

There’s more pathos and human 
emotion in “Wanted to Rent” col- 
newspapers in 
some cities these days than there 
ever was in the agony columns. 
We've given you one or two gems 
from Washington in the past. Here’s 
one that appeared in the Phoenix 
Republic and Gazette April 3: 

I’m the man of the house (IF WE 
HAD A HOUSE!) I'm 11 years old. 
Mother is working at Thunderbird 
{local airfield where primary 
pilot training is being given] and 
Grandma is here too. We are living 
in a hotel room—and sick of it. 
Will you please tell me of a fur- 
nished house or apt. (not over $65) 
that is vacant now, or will be soon? 
Master Metzger, 3-5173. 


Druggists Happy 

For what it may be worth, we 
give you the results of a survey of 
573 neighborhood drug stores in 
greater New York, greater Boston, 
and Hartford, made by Fair Trade 
Merchandising Associates, which 
shows that 75% believe gas ration- 
ing has increased their business, 
about 15% on the average. Almost 
nine out of ten (87%) believe the 
neighborhood store will assume a 
more important position as time 
goes on, and 65.9% believe present 
conditions will help them in the 
postwar period. Almost two-thirds 


In the remaining 14 county-| 
wide elections, and in one partial- | 
| county 


feel that the shortage 
of doctors has increased their busi- 
ness, while 50.4% believe this short- 
age has not increased business. 


Record of Patriotism 


This Week Magazine has just fin- | 


ished compiling for its member 
newspapers a record of its editorial 
service in promoting the war effort 
during America’s first year of war. 
Subtitled, “One magazine’s influ- 
ence on the home front, in America’s 
first year of war,” it lists and illus- 
trates over 200 articles, editorials 
and fiction tied up with the war | 
effort. It’s a good idea—one which 
other magazines might usefully use 
also. 


Jottings 
It’s Wisconsin 
ball advertising. 


again for screw- 
An Oshkosh tav- 


|}ern buys newspaper space to an- 
/nounce: “Dirty Duke’s don’t look 
| like Sloppy Joe’s no more .. . No- 


still 


vitzke washed the windows!”’ 

We thought you ought to know 
that snuff production hit a new high 
in 1942, 
and thus beating the previous rec- 
ord year (1929), by about 33,000 
pounds. Charlotte Budd tells all 
about it—with lots of technical de- 
tails on how snuff is taken and 
packed, as well as a resume of its 
history, in the March 25 issue of 
Domestic Commerce. . . 

We know one restaurant where 
the former practice of scratching 
out items which have been sold out 
has been discarded. Instead, a neat 
rubber stamped message says: “This 
popular dinner sold out.” ... 

G. V. Blackiston has the solution 
for the shortage of stenographers. 
It’s a “steno-saver” label to be 
pasted in the upper part of form 
letters, 
the recipient typed in. 
white and blue, of course, and ex- 
plains the underlying form letter 
represents more thought and atten- 
tion than would be possible with 
individually dictated letters “under 


It’s red, 


present-day pressure and scarcity 
of help.” 
Comdr. E. F. McDonald Jr., presi- 


dent of Zenith Radio Corporation, 
evidently has no intention of aban- 


doning his one-man crusade to have | 


the “electronics” industry renamed 
the “radionics” industry. He asked 
a number of editors and a number 


|of physicists which term they pre- | 


ferred, and reports that 56 out of | 
68 editors preferred radionics, 6 | 
were neutral and 6 preferred elec- 
tronics. The scientists voted 131 
for radionics, 57 for electronics, and 
14 were neutral... 


reaching 41,160,926 pounds, | 


with the date and name otf ! 


Information 


for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa| 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2153. Survey on 
Soups and Foods. 
| The Philadelphia Evening Bulle- 
tin has issued its second survey of 
dehydrated foods and soups con- 
ducted by personal interviews with 
1,294 Philadelphia housewives while 
they were in 14 supermarkets rep- 
resenting a cross section of the 
Philadelphia area. The extent of 
use of dehydrated products is 
shown, with reasons put forth by 
non-users and typical comments 
showing consumer attitudes. 


Dehydrated 


No. 2154. Getting Your Range in 
Okla Home. 


This folder, issued by the South- 
west Dailies of Oklahoma, points 
lout “three sure shots”—agriculture, 
‘livestock and mining —that will 


| bri ing home the bacon in the “Okla- 


home” market, and provides figures 
on population, buying power and 
coverage by the Southwest Dailies 
group. 
No. 2155. Pacific Coast Traffic, 
January-February, 1943. 
Foster & Kleiser Company has 


issued this study of traffic counts 
|in San Francisco, Los Angeles, Oak- 
land, Sacramento, Long Beach, San 
Diego, Fresno, Portland, Seattle, 
Tacoma and Phoenix, conducted in 
accordance with Traffic Audit Bu- 
|reau procedure. All traffic was in- 
cluded—automobile, pedestrian and 
mass transportation. Charts indi- 
cate “gross,” “effective” and “net 
advertising” circulation, and _ the 
text describes the factors responsi- 
ble for increases in Pacific Coast 
traffic. Maps show the counting 
points in each city. 


No. 2146. War Time Analysis of 
the Greater Milwaukee Market. 

The Milwaukee Journal has is- 
sued the 20th annual edition of its 
analysis of consumer buying habits, 
which is of particular interest be- 
cause it provides a picture of buy- 
ing trends in wartime: what type 
of store is preferred, what happens 
when a store is out of stock and so 
on. It also contains information 
|about women workers, lunch boxes, 
home baking and canning and othe! 
wartime developments. 


|No. 2129. Memphis Grocery Sales 
Records. 
This is a 12-month record of 


j}actual consumer sales of 27 classi- 
| fications of food products—565 sizes 
of 330 different brands—in Mem- 
| phis, Tenn., issued by the Commer- 


cial Appeal and Memphis Press- 
Scimitar. Tables list the brand 
standings, comparison of sizes sold 


and percent of unit sales over tie 
12-month period, and graphs p 


ture the seasonal trend in ea 
classification. 
No. 2141. There Is No Substiti 


for Selling Power. 


A study of advertising volu 
forms the basis of this brochu 
which has been issued by the Phi! 
| delphia Inquirer. Tables and gra} 
show the total linage picture, f 
lowed by an analysis of retail fi 
| ures, general advertising and clas 
‘fied volume. 


No. 2143. Absenteeism: What to !| 
About It; and News Repo: 
from Latin America. 

Business Week has issued the 
two reprints: the first, one of Bu 
ness Week’s reports to executi\ 
|and the second, a reprint of recé 
news articles on Latin Americ 
business conditions and trends 

reported by the publication’s f 

eign editor during and after his t 

of the Good Neighbor countries. 
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ADVERTISING AGE 


ing a song of 700,000 new salesmen 


Today’s values are volatile .. . change comes fast and fantastic. 


The American marketplace is a madhouse . . . thirty-four million families 


on the move, waiting not for any merchandiser. March 


out and talk to their pacemakers now . . . to make the sales 


you can today ... to enlist a powerful new sales army for tomorrow. 


SUPPOSE FOR a moment that out of the mighty 
mass market you could isolate some 700,000 
individuals with certain cleancut, dependable 
characteristics. Specifically, citizens venture- 
some for the new, adequately financed, and 
with a penchant for peddling their en- 
thusiasms for new products to friends and 
neighbors. 


That would give you something to hang 
your hat on, wouldn’t it? 


That would give you an army of 700,000 
new salesmen. 


THE NEWS PICTURE MAGAZINE OF SCIENCE AND INDUSTRY 


Suppose these people were the first to in- 
vest in iceless iceboxes, four wheel brakes, 
“super-het” radios, and all the rest of the 
once-new products of a previous peacetime. 
Suppose they were tomorrow’s first buyers, 
the seeding ground for your post-war sales. 

That would give you something to take 
hold of in this topsy-turvy market, wouldn't 
it? 

That would give you 700,000 “self-starters” 
who would buy for themselves, and then carry 


on to convert new cash customers for you. 


Interested ? 


Suppose then you pick up an issue of 
PopuLar Science MontTHLY—any issue. Very 
quickly, we believe, you'll discover how it 
goes all-out editorially to serve these 700,000 
* ” . P 

buyer-salesmen” in terms of new ideas, new 
developments, new horizons . . . how its pages 
pack the vitality and vision you need behind 


your products, your post-war plans. 


Popucar Science Montury is published 


at 353 Fourth Avenue, New York. 
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ADVERTISING AGE 


April 26, 1943 


Roger Huston Moves 


Roger K. Huston, who has worked 
on national sales for Station KNX, 
Los Angeles, and has been Los An- 
geles manager of Radio Sales di- 
vision of Columbia Broadcasting 
System, has joined the Chicago staff 
of Radio Sales. He is succeeded by 
Meredith R. Pratt, formerly sales 
service manager at KNX. 


Elected by ‘D and W’ 


H. S. Webster Jr., formerly secre- 
tary and general manager of Dis- 
tribution and Warehousing Publica- 
tions, New York, has been elected 
vice-president and general manager 
and a director. Charles Downes, 
editor of D and W, also was elected 
a director of the corporation. 


U.S. Calls for 
Even Distribution 
of Food Copy 


Washington, D. C., April 22.— 
Believing that weekend concentra- 
tion of food buying places an undue 
wartime burden on the _ grocery 
trade, the Department of Agricul- 
ture will shortly call on retailers 
and the public to distribute volume 
more evenly. The chief reason for 
the heavy shopping during the last 
three days of the week is attributed 
to heavy advertising on two of them 
—a practice the department is also 
out to end. 

To determine just how retail food 
advertising is placed, the depart- 
ment made a check of advertising 
in ten large cities over a three-week 
period. It found that 58% of the 
retail advertising appeared on 
Thursday and 27% on Friday, 86% 
thus being wedged into a two-day 
period, and the response taking the 
same pattern, except that Saturday 
is also a big day. 

Less than 1% of retail food copy 
appears on Sunday, according ‘to 
this survey; 5% on Monday; almost 
4% on Tuesday, 3% on Wednesday 
and less than 1% on Saturday. Of 
the copy studied, about 22% was 


| 
independent and the other 78% 


chain. Tuesday was the only day 
on which independent retailers in 
the ten cities used more newspaper 
space than chains. 

“As a war measure,” said the de- 
partment, “the job now is to spread 
out over the neglected early days 
of each week both food advertising 
and buying. That will help lessen 
the strain of weekend buying rushes, 
cut down the need for that hard-to- 
get extra manpower for the Friday 
and Saturday buying peak, ease 
transportation difficulties, and make 
for more even and equitable distri- 
bution of food stocks. 

“At an early date independent 
merchants and chain groceries and 
their trade associations will be 
urged to participate in a nationwide 
campaign to advertise and encour- 
age housewives to do more of their 
food buying on Mondays, Tuesdays 
and Wednesdays, in order to reduce 
the weekend peak.” 


Stilwell, McGarvey 


Take New Positions 


C. L. Stilwell has been appointed 
advertising and sales promotion 
manager of Ralph C. Coxhead Cor- 
poration, New York, manufacturer 
of the Vari-Typer electric effice 
composing machine. 

Mr. Stilwell, formerly with the 
Queens Chamber of Commerce as 
public relations director, succeeds 
S. J. McGarvey, who has joined 
O. S. Tyson & Co., New York, as 
assistant account executive. 


Free Press. 


DETROIT “QUICKIE” 


UMMARIZED above is a "quickie" story of Detroit. Detroit's 


amazing growth, greater than that of any other city, makes 


this area one of America's very best sales spots. 
when consideration is given to Detroit's average weekly wage of 
$60 paid to some 750,000 industrial war workers. Detroit needs 
huge quantities of merchandise of all sorts. Its development has 


been paced by that of its only morning newspaper, The Detroit 


Detroit market, we earnestly submit that you need this newspaper. 


he Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., Vat'l Representatives 


To do an honestly good job of advertising in the 


Especially so 


POINT STRETCHERS 


fre baw Od Prana — Al RAMONE — Rey pt 
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After advertising each product separately 
throughout the winter, Best Foods, Inc., 
combines all four products in a series of 
three full-page insertions, with copy em- 
phasizing nutritional values and help in 
stretching ration points. Panels feature 
recipes using the company's products. 
The third advertisement in the series ap- 
peared last week. Arthur Kudner, Inc., 
New York, is the agency. 


Best Foods Takes 
Full Pages for 
3 Week Schedule 


New York, April 21.— The Best 
Foods has taken full page adver- 
tisements in about 10 newspapers in 
good distribution areas 
four of its products, heretofore sep- 
arately advertised in small-space 
units throughout the winter months. 

Force, Farina, H-O oats and 
Presto cake flour are all illustrated 
in the advertisement headlined 
“How to eat well and like it... 
with unrationed foods.” The im- 
portance of all grain foods in the 
daily diet and their high nutritional 
value are emphasized. 

A panel running the full length 
of the right side of the advertise- 
ment carries various recipes by 
Nancy Holmes, home _ economist, 
highlighting the company’s prod- 
ucts. Initial insertion appeared 
April 15, another last week, and the 
third this week. Further extension 
is being contemplated. 

Arthur Kudner, Inc., is’ the 
agency. 


Appoints Yohe Manager 
B. F. Goodrich Company, Akron, 


has appointed Dr. Robert V. Yohe)} 


plant manager of the government 


| synthetic rubber plant operated by 


Goodrich in Kentucky, succeeding 
J. W. Frasche, named plant manager 
of another government synthetic 
rubber plant in Texas. Dr. Yohe 
has previously served the company 


|as research and production director 


in various divisions of the company. 


featuring | 


ee 


Coffee Available . 
on Stamp No. 26, 
Says Pan-American 


New York, April 21.—In a nation. 
wide advertising message timed to 
break in 226 newspapers ip 12] 
cities before the expiration of coffee 
War Ration Stamp 26, the Pan. 
American Coffee Bureau this wee, 
will announce an improvement jp 
the coffee situation, with the aq- 
vertisements headed “More coffee 
available.” 

The 168-line insertions are time 
to remind consumers that Apri! 25 
is the expiration date of the coffee 
stamp. Embodied in a bold black 
arrow pointing at War Ration 
Stamp 26, copy emphasizes, “There’, 
a pound of coffee on your grocer’; 
shelf that belongs to you. Get jt!” 

The advertisement points out that 
with the cooperation of the coffee. 
producing countries and more ef. 
ficient utilization of shipping space, 
the coffee situation in this country 
has been greatly improved, and 
grocer’s shelves are amply stocked, 
in addition to the armed forces be- 
ing well supplied. 

J. M. Mathes, Inc., New York, js 
the agency. 


Benton & Bowles Adds 


Two Radio Directors 


Lillian Steinfeld, for the past 14 
years in the radio department of 
McCann-Erickson, New York, has 
joined the radio department of Ben- 
ton & Bowles, New York, where she 
will direct “A Woman of America,” 
Procter & Gamble daytime radio 
show on NBC. 

William P. Rousseau also comple- 
ments the agency’s radio staff, tak- 
ing over production of “The Family 
Hour,” sponsored by the Prudential 
Insurance Company of America over 
CBS. Mr. Rousseau was formerly 
with Transamerican Corporation, 
where he directed numerous radio 
including “Radio Reader's 


| 
| shows, 


| Digest.” 


DMA Elects Officers 


J. B. Mannion, Austenal Labora- 
tories, Inc., has been elected presi- 
|dent of the Direct Mail Advertising 
‘Club of Chicago. Other officers 
elected are: C. J. Collins, LaSalle 
Extension University; O. V. Hessell, 
John Swift Company; Scott Moore, 
Blomgren Bros., vice - presidents; 
Robert Stone, American Bandage 
Corporation, secretary, and Mrs 
IL. R. Vickers, Gillette Publishing 
| Company, treasurer. 


| 


Bernice Burns to K & E 

Bernice Burns, formerly of the 
information division of Food Dis- 
| tribution Administration, has been 
appointed publicity director of Ken- 
yon & Eckhardt, New York, suc- 
ceeding Dorathea Duncan, who has 
entered the Marine Corps Women’s 
Reserve. 


Ps 
another 


A convenient spot on 
the dial never hurt any 
station. That’s ANOTHER 
REASON why KECA has 
a big audience. Los 


5 Argeles retailers have 


pork ©. 


discovered KECA is the 
Bargain Buy for all 
Southern California. 
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ICAN MEAT INSTITUTE 
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{INSTITU TIONAL advertising ~~ the presenting of 
names tO remember and records to respect---has been 
7 Jaced in 1 he DALLAS NEWS recently by a mighty 
a impressive group of advertisers: Among them: 
i Aluminum Company of America Lee Tire & Rubber Company 
a American Airlines, !nc- Liggett & Myers Tobacco Co. 
k- American Trucking Association Lorillard, P.. Company 
y American Meat Institute Magnolia Petroleum Co- 
ly Anheuser-Busch, Inc. May, George S., Company 
ic Brewing Industry Foundation McCormick Sales Company: Inc. 
rs Buick Motor Company Morris, Philip, & Co., Ltd. 
California Packing CorP- National Cash Register Co- 
Carrier Corporation National Distillers Prods. Corp. 
4 y Coca-Cola Company North American Aviation, Inc. 
- Consolidated Vultee Aircraft Corp: Pabst Blue Ribbon Beer 
1 BF Continental Motors Corp: Pearl Brewing Co. 
e, gp? C e Continental Oil Company Pepsi-Cola Company 
e > Cotton Belt Railway Philco Corporation 
7 ~ Distilled Spirits Institute Pullman Company 
S Dr. Pepper Company Purity Bakeries Corp. 
Ford Motor Company Radio Corp- of America 
e Fort Worth & Denver Ry. Rock Island Lines 
' Frisco Railway Royal Crown Cola 
' General Cable Corp: Reynolds, R. J., Tobacco Co. 
General Electric Co- Santa Fe Railway 
General Mills, Inc. Seagram Distillers Corp. 
General Motors Corp. Schenley Distillers Corp: 
Goodrich, B. F., Company Schlitz, Jos- Brewing Co- 
Goodyear Tire & Rubber Co- Southern Pacific Railway 
Gulf Oil Corporation Texas & Pacific Railway 
Heinz, H. J-. Company The Texas Company 
Hires, Charles E., Company Timken Roller Bearing Co. 
Humble Oil & Refining Co- Union Pacific Railway 
Institute of Life Insurance U. S. Steel Corporation 
international Business Machine Corp: White Motor Company 
international Harvester Co- Winthrop Chemical CorP- 
international Nickel Co-. Inc. Westinghouse Electric & Mfg. Co. 
Kellogg Company Western Railroads 
Kuner Empson Company 
NERAL Cie) ELE For such messages of long-term importance what medium could be more 
fitting than The News—1exas oldest business institution and one © 
yo the accepted leaders of American newspaper om! 
? 
NORTH awe UNITE INTERNATIONAL HARVESTER COMPANY wr CH 
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April 26, 1943 


Pig'n Whistle Appoints 

Brisacher, Davis & Van Norden, 
Los Angeles, has been appointed to 
direct the advertising of Pig’n 
Whistle Corporation, operator of a 
California chain of restaurants, 
pastry and confectionery stores. 
Newspapers and 24-sheet posters 
will be used. 


Sante Chemical Appoints 


Hal A. Salzman Associates, New 
York, has been appointed by the 
Sante Chemical Company to direct 
the advertising and merchandising 
of its new colloidal sulphur mineral 
bath. Newspapers and radio will be 
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Boston & Maine 
Spreads Cheer in 
Unusual ‘Letter’ 


Boston, April 21.— Sob stuff and 
tear jerkers were crowded out of 
the copy entirely last week as the 
Boston and Maine Railroad wrote a 
cheerful letter to its 2,171 men and 
women in the armed forces and 
reproduced it, full page, in 39 
dailies in Boston and northern New 
England. 

The Boston Herald columnist, 
Bill Cunningham, was credited with 
planting the idea for the advertise- 
ment in his column when he 
assailed the “cry in your beer” type 
of copy during wartime and asked: 
“How, then, about a little enthusi- 
asm, a real salute, some ‘Hi, Soldier, 
how’re you coming?’ ” 

Headlined “Hi Ya Fellers?” the 
page advertisement starts off, and 
continues throughout, in an opti- 
mistic vein. In simple language, it 
tells the former employes of the 
carrier what’s going on at home. 
Here’s a typical paragraph: 

“Everybody’s well; everybody’s 
eating; everybody’s squawking in a 
good, healthy kind of way, and 
almost everybody’s sure they can 


run the war a damned sight better 
than those fellers down there in 
Washington. But we’re still all able 
to get a real honest-to-goodness 


Frost" (ME OF AMERICAS, PALER - 
‘Ais OMTED FoR ETON 


belly laugh when some croaker tries 
to tell us the tough pait of war is 
at home.” 


Has Threefold Purpose 


Purpose of the special copy is 
threefold, according to the company 
and its agency, Harold Cabot & Co.: 
to cheer up men now in the service; 
to encourage employes still on the 
job to greater effort; and to con- 
tinue explaining to the public the 


wartime inconveniences of train 
travel. 

Advance proofs were sent to 
columnist Cunningham, who fea- 
tured the advertisement in his col- 
umn the Saturday preceding its 
appearance. Herbert L. Baldwin, 
vice-president in charge of publicity 
for the Boston and Maine, wrote 
Cunningham that, although it is “a 
pretty wordy job,’ he ought to 
“read it through and see if it isn’t 
a vast improvement over this Oh- 
how - I - miss - you - dear - old - 
pal-of-mine treacle, remembering 
always that this is advertising hung 
out in public to whoop it up for a 
commercial enterprise and war psy- 
chology as a whole, and is not a 
personal letter to somebody’s sweet- 
heart.” 


Borland Joins JWT 


M. C. Borland, former San Fran- 
cisco newspaper man and publisher 
of the Ventura County News, has 
joined the copy staff of J. Walter 
Thompson Company, San Francisco. 
He had previously worked in the 
agency’s Los Angeles office. 


Fawcett Names Fornshell 


Gene Fornshell has been named 
promotion director of Fawcett Dis- 
tributing Corporation, Greenwich, 
Conn. He is a former editorial as- 
sociate of Fawcett Publications, 
New York. 
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"PATTERN FOR A PEACEFUL TOMORROW 


When the bells toll again for peace in our time, you will come to know some such design as this one— 


of bull’s-eye, concentric circles, and cuneiform lines. It will be Westinghouse Radio Stations’ test-pattern 


for television in the home . . . an optical device for focusing the image on the screen, comparable to 


tuning-in a radio program. @ Commercial television was sidetracked by the war, but it will emerge at 


war’s end as the eighth wonder of the modern world . . . the ability to hear and see what is happening 


as it ha ns! Westinghouse Radio Stations will be ready with television, you may be sure. The 
ppe La £ y y y 


will have had the obvious benefits of first-hand radio-electrical knowledge and experience, learned and 


earned in the furious crucible of war’s laboratories. When the curtains part on a new, exciting world, 


Westinghouse will be well down-stage. 


WESTINGHOUSE RADIO STATIONS Inc 
GP wowe * WGL © WBZ * WBZA * KYW * KDKA 


‘Feeder’ Plants — 
Provide Ad Theme 


Detroit, April 21.— To hi; 
the importance of the “foo, 
plants which are a part of its 
the-work policy, Fruehauf 1 
Company is using large-space ; 
paper advertisements in a sco;, of 
cities throughout the country +, lling 
how “Fruehauf Spreads Wor ¢, 
Get the Job Done Faster.” 

The copy points out that the po). 
icy, which the company put inty 
effect many years ago and acceler. 
ated rapidly after Pearl Harbor, jx 
in line with the decentralized man. 
ufacturing program set up by Con. 
gress through creation of the Smal. 
ler War Plants Corporation. 

A large map of the United States 
illustrates how plants in 36 state: 
are helping build Fruehauf trailers 
They handle 58.7% of the total dol. 
lar volume of Fruehauf production. 
Pointing out that these “feeder” 
plants are the start of the assembly 
lines, copy continues: “And motor 
transport — truck-trailers — are the 
conveyors. Operating on time-table 
schedules, reaching many communi- 
ties otherwise inaccessible, they 
unite a network of widely-spread 
manufacturers into a single produc- 
tion unit.” A line at the bottom of 
the advertisement emphasizes tha 
“truck-trailer transport is doing an 
research. He will take over his new 

Schipper Associates is the agency. 


Rejoins Delta Air Lines 

Edward M. Johnson, formerly as- 
sociated with Delta Air Lines, At- 
|lanta, as a market expert, and more 
recently chairman of the depart- 
iment of business management in 
| the School of Journalism, Syracuse 
| University, and manager of the New 
|York Press Association, has again 
| joined the company as director of a 
new department of planning and 
research. He will take over his new 
duties June 1. 


Price in New Post 


Charles E. Price, for the past six 
| years in the advertising department 
|of the Indianapolis Times, has 
joined the advertising staff of the 
Record-Herald, Wausau, Wis. 


LARGEST 
MARKET 


Home Ownership 


* An increase of 23% in home 
ownership during the past 
three years is typical of the liv- 
ing standards that have always 
prevailed in Fort Wayne. 


Home ownership and bank 
deposits — which have in- 
creased 38% since 1939 —in- 
dicate the character of citizen- 
ship in a community where 
76% of the people are at the 
same time paying for life in- 
surance. 

Fort Wayne is a busy war pro- 
duction center today. Payrolls 
are high—sales are up — but 
back of that is a stability that 
makes it a desirable market for 
every national advertiser. 

* 


A substantial center 
for a test campaign. 
Write for market map. 


* 


The News - Sentinel! 


Fort Wayne's Good Evening’ Newspape’ 
FORT WAYNE, INDIANA 
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Typical wholesaler sales check-up cards reflecting Movieland’s tremendous newsstand success 


Movieland is going places!... With its first issue, dated 
February, 1943, this new member of the Hillman Women’s 
Group scored a newsstand sale of 241,998 copies! 
Movieland for March swept upward to approximately 
300,000 circulation, selling close to 90 per cent of all copies 


distributed. Movieland for April followed with a complete 


sell-out in many cities,and enjoyed a national sale in excess 
of 95 per cent. 

The May issue of Movicland promptly brought urgent 
telegrams from distributors, begging for extra copies to 
replenish vanishing stocks. Then check-up cards, like those 
reproduced above, came flooding in, with Montgomery 
reporting a 94 per cent sell-out; Troy, 97 per cent; New 


London, 95 per cent; Milwaukee, 89 per cent; Texarkana, 


ALL TRUE-{ 


CONFESS/GmE, 


WHOLESALERS’ 
| SALES REPORTS 
SHOW MAY 
MOVIELAND 
84% SOLD OUT 
IN 10 DAYS 


| (FINAL SALE OF 97% INDICATED) 


| Movieland now has the lowest 
cost per page delivered 
in the screen field! 
(100 per cent newsstand sale!) 


93 per cent; Meriden, 99 per cent —all within ten days of 
the on-sale date! Reflecting the growing newsstand demand 
for Movieland, the print order for the June issue was raised 
to 425,000 copies! 

With a circulation guarantee of 200,000, Moviecland’s 
basic rate is $1.75 per black-and-white page per thousand. 
On the basis of the indicated sale of its March issue, its actual 
delivered cost per black-and-white page is $1.17 — much 


the lowest of any major screen magazine or screen group! 
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Davis, Fly, Price 
Set fo Address 
NAB Conference 


FCC Chief Expected 
to Disclose Status 
of Small Stations 


Washington, D. C., April 23.— 
Elmer Davis, James Lawrence Fly 
and Byron Price will be headliners 
at the National Association of | 
Broadcasters’ war conference in 
Chicago April 27-29, at the Palmer 
House. 

On the program, too, will be a 
high-ranking military officer, but 
NAB says that his name can’t be 
published because of military secur- 
ity, and that he will remain anony- 
mous until the day he speaks. 

Mr. Davis and Mr. Price, respec- 
tively the heads of the Office of War 
Information and the Office of Cen- 
sorship, will discuss the relationship 
of radio to the wartime duties their 
agencies perform. 

Mr. Fly, who heads the ubiquitous 
Federal Communications Commis- 
sion, will discuss the status of small 
stations. This topic, brought into 
advertising prominence through Mr. 
Fly’s efforts to persuade advertisers 
to devote more of the appropriation 
to the small stations, will be aired 
fully at the NAB conference, Mr. 
Fly promised a press conference 
some weeks ago. 


Prominent Names Scheduled 


Prominent broadcasters who will 
address the convention are William 
S. Paley, president of the Columbia 
Broadcasting System; Dr. James R. 
Angell, public service counselor of 
National Broadcasting Company; 
and William M. Newton of the Brit- 
ish Broadcasting Corporation. 

Of particular interest to advertis- 
ing men will be the sessions on 
Wednesday, when a panel of speak- 
ers including H. Andrew Dudley, 
chief of the office of program co- 
ordination, OWI, and Donald D. | 
Stauffer, chief of the radio bureau, | 
OWI, will discuss radio problems 
and the war. The afternoon session | 
will feature a meeting on sales} 
problems, at which Lewis H. Avery, 
NAB’s director of broadcast adver- | 
tising, Sheldon R. Coons, advertis- | 
ing consultant, and Paul Morency, | 
WTIC, Hartford, chairman of NAB’s | 
retail promotion plan, will be heard. 


ee | 
Takes N. Y. Office | 


David J. Sullivan, Negro market) 
consultant formerly of 629 Throop | 
Ave., Brooklyn, has opened new | 
offices at 545 Fifth Ave., New York. 
Mr. Sullivan has formed an agency | 
especially geared to handle adver- | 
tising, marketing and research ir 
the Negro field. 


Belnap & Thompson | 


PRIZE AWARD BOOK 


Illustrating more than 500 Quality 
Prizes now available 


Book provides timely theme around 

which to build effective incentive 

programs 

@ Sales campaigns 

@ Awards for finding better ways 
for territory coverage despite gas 
rationing 

® Awards to plant workers for per 
fect attendance. suggestions. et 


WRITE FOR FREE COPY 


Invasion ‘Flash’ 


Brings Rebuke for 
Canadian Station 


Toronto, April 22.—Following a 
Canadian repetition of the Orson 
Welles radio scare in the United 
States some time ago, the Canadian 
Broadcasting Corporation has ad- 
monished Canadian advertisers, 
agencies and radio stations to tem- 
per their zeal with caution. 

The Welles program had the 
| United States being “invaded” by a 
|Martian host. A program carried 
by Station CFRB, Toronto, and 
sponsored by the Maher Shoe Com- 


| 
had landed in force on the coast of 


pany through A. McKim, Ltd., was 
interrupted to flash the more plaus- 
ible tidings that Japanese troops 


British Columbia. While there was 
not the near-panic which is sup- 
posed to have ensued in some parts 
of the United States during the 
Mars “invasion,” many Canadian 
reservists actually reported to their 
units. The program was designed 
to stimulate enlistments in the 
Canadian Reserve Army. 

As soon as the station manager 
realized that the imaginary “news”’ 
had been taken at face value by a 
part of the public, CFRB broadcast 
the facts to allay alarm. 


Asked to Aid Recruiting 


Maher and its agency had been 
asked to interpolate material in 
support of the recruiting campaign. | 
Dance music on the program was 
followed by: 

“Announcer: We interrupt this 


program to bring you a special 
bulletin. Japanese troops have 
landed in force on the coast of 
British Columbia. For further de- 
tails keep tuned to this station. 

“Bill: Say, did you hear that, 
Jim? 

“Jim: Did I hear it? Wow! So 
it’s happened, eh? Well, I'll be see- 
ing you. 

“Bill: Where are you going? 

“Jim: Going to report to my 
reserve army unit. They’ll be want- 
ing me right away.” 

The CBC said that if the average 
listener had heard the complete 
program, he would have grasped 
the true purport of the announce- 
ment. Without the context, how- 
ever, the “news” was certain to be 
taken at face value. 

“The resultant alarm was neither 
great nor widespread,” said the 


———__ 


CBC. “Nevertheless, the effec of 
the dramatic presentation wa. such 
as to bring in a certain numbe, of 
telephone inquiries and it appears 
that some members of the Canaq an 
Reserve Army actually reported rte 
duty. 


Poor Judgment Used 


“The presentation of the prog, 
was an error in judgment com. 
mitted through excess of zea! {,, 
a good cause. It should be a wa, 
ing to advertising agencies and 
radio operators that the use of 
‘scare’ methods to arouse public 
interest should be used with greay. 
est care and consideration should be 
given to the question of their {nq) 
effectiveness.” 

The program was also carried py 
Station CFOS, Owen Sound. ; 
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McCurdy Reelected 
by Canadian Daily 
Newspaper Group 


Toronto, April 20.—Wesley Mc- 
Curdy, publisher, Winnipeg Tribune, 


was reelected president of the 
Canadian Daily Newspapers Asso- 
ciation at the annual meeting here 
April 16. All other officers were 


reelected. In addition to di- 
ng the general operations of 
the association, Mr. McCurdy was 
named chairman of the committee 
on advertising policy. 

A. D. McKenzie, Sarnia Canadian 
Observer, is vice-president; R. B. 
Hara, Toronto Telegram, second 
vice-president, and W. J. J. Butler, 
Toronto Globe and Mail, treasurer. 


als 
rect 


The following besides the officers, 
were elected directors: W. J. Black- 
burn, Free Press, London; H. G. 
Brewer, Star, Montreal; Senator 
W. A. Buchanan, Herald, Leth- 
bridge; H. B. Burgoyne, Standard, 
St. Catharines; Charles E. Campbell, 
Bulletin, Edmonton; R. M. Cantlon, 
Star-Phoenix, Saskatoon; Emile 
Castonguay, L’Action Catholique, 
Quebec; W. Rupert Davies, Whig- 
Standard, Kingston; C. D. Dingman 
Beuton - Herald, Stratford; T. F 
Drummie, Telegraph-Journal and 
Times-Globe, Saint John; 

Major C. G. Dunn, Chronicle- 
Telegraph, Quebec; Philip S. Fisher, 
Southam Company, Montreal; P. C. 
| Galbraith, Herald, Calgary; Allan 
Holmes, Reporter, Galt; Emile Jean, 
|Le Nouveilliste, Trois-Rivieres; F. I. 
‘Ker, Spectator, Hamilton; A. F. 
|Mercier, Le Soleil and L’Evene- 


ment-Journal, Quebec; Col. R. F. 
Parkinson, Journal, Ottawa; W. B. 
Preston, Expositor, Brantford; A. W. 
Robb, Herald and Mail, Halifax; 

Victor Sifton, Free Press, Winni- 
peg; David Smith, Times-Journal, 
Fort William; O. L. Spencer, Prov- 
ince, Vancouver; W. J. C. Sutton, 
Gazette, Montreal; J. F. Sweeney, 
Leader-Post, Regina; Roy H. Thom- 
son, Daily Press, Timmins, and Wil- 
liam Wallace, Star, Toronto. 


Alvin Promoted 


Joseph J. Alvin has been pro- 
moted to the position of assistant 
manager of NBC’s western division 
press relations department, Holly- 
wood, where he will function as 
aide to Harold J. Bock, manager. 
He was formerly with NBC, Chi- 
cago, and the Associated Press. 
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Yes, you'll find your markets Grade A out here in the Heart Region. For in 
these states of the Upper Mississippi Valley is concentrated more than 52% 
of America’s farm wealth. Today, the business farmers of the Heart are pro- 
ducing most of the food that counts most in the economy of the entire world. 


Helping them produce this tremendous tonnage, you'll find an ever-faithful “hired 


hand” —Successful Farming—who has been serving, advising and counseling them 


for more than 40 years. 


Today, well over a million Heart farm families read and heed the advice Successful 


Farming gives them. For their problems, their needs, their desires are determined 


by a regional type of farming. Successful Farming editors know this—and cut their 


editorial pattern accordingly. Every story, every picture in Successful Farming is 


custom-tailored to its readers. And they, in turn, emphatically prefer it to any other 


farm magazine. 


Just as Successful Farming is basic for its prosperous readers so is it basic for adver- 


tisers who want to reach them. Today, more than a score of the nation’s leading 


advertisers are using Successful Farming as their exclusive farm magazine. Meredith 


Publishing Company, Des Moines, lowa. 


7 out of 10 Prefer 
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FARMING 


The Magazine of Farm Business and Farm Homes 
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New England 
Group Meets May 4 


Boston, April 21.—Discussion of 
point rationing and its effect on food 
copy will spark the spring meeting 
of the New England Newspaper Ad- 
vertising Executives Association to 
be held at the Parker House here 
on May 4. 


president, will be featured at the 
association’s luncheon with five re- 
tail advertising men to serve as an 
“information please” group. 

Other topics to be discussed are: 
“Institutional Advertising—Supple- 
menting Merchandising Copy,” and 
“Government Regulations and Their 
Effect on Advertising.” 


Aurex Corp. Appoints 

Doe-Anderson Advertising 
Agency, Louisville, has been ap- 
pointed by the Aurex Corporation, 
|Chicago manufacturer of hearing 
|aids, to handle advertising of the 
|}company’s product. A campaign in 
_The Saturday Evening Post has 
| been approved. 


John C. Dowd, Boston agency | 


Lukens Uses Full 
Pages for Report 


| Coatesville, Pa., April 21.—Lukens 
Steel Company has taken full page 
advertisements in 15 daily and 
weekly newspapers circulating in 
its home county—Chester—to out- 
line the company’s contributions to 
the war program during 1942. 
Headed “A Year of War Work,” 
and illustrated with charts, the in- 
|sertions summarize Lukens’ produc- 
|tion, comparing the 1942 figure 
|with 1941 and 1940 totals. Copy 
|}compares the organization’s hourly 
land weekly wage to those paid in 
| the steel industry in general. 
G. M. Basford Company, 
York, handles the account. 


New 


Carter’s Son Captured 


Amon Carter, publisher of the 
Fort Worth Star-Telegram, has re- 
ceived official notification that his 
son, Lt. Amon Carter Jr., artillery 
officer who has been missing in ac- 
tion in Africa since February, is a 
prisoner of war in Germany. 
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Khe Shawterry Capit : 


—AT HAMMOND, LOUISIANA— 


IS IN WWL-LAND 


and so are 10,000,000 customers from five different states 


CENTER of what is probably the most 


NO OTHER station can 


miles. 


To sell the Deep 


NEW ORLEANS 
| 50,000 WATTS—CLEAR CHANNEL 


The Greatest Selling POWER in the South's Greatest City 


| CBS Affiliate —Nat'l Representatives, The Katz Agency, Inc. 


productive strawberry se 
world, Hammond, La., represents but 
a very small part of the prosperous 
Deep South, dominated by WWL. 


Deep South supremacy against WWL’s 
clear channel, 50,000 watt signal. un- 
rivalled within a radius of hundreds of 


ction in the 


compete for 


South, buy 
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Voice of the Advertiser 


the job we think it is, how could it | valuable asset is the ideas w}h)\, 


perform as effectively in half the 
space? The present paper situation 
hardly justifies the radical reduction 


April 26, 1943 


in advertising facilities suggested 


- es 
n ne 

may create. 
“If Young & Rubicam or anyone 
else is able to furnish simila rre. 
futable proof of prior use, I a; per- 


This department is a reader’s forum. Letters are welcome. 


} |midst of the largest single money-| would not be affected, the publish- 

Not the First | raising effort in all history—the 2nd|ers should have no objection to 
to Buy Service War Loan drive for 13 billion dol-|the plan. As for the advertiser, he 
To the Editor: A week or so ago) lars. | should have no objection to buying 
WOW released a story in which it| Naturally, the larger retail stores | a smaller unit as long as his com- 
claimed to be “first major radio sta- ‘are playing an important part in| petitor is subject to the same re- 
tion in the United States to buy the | this effort through their window | striction. Any differences in half 
Chicago Daily News Foreign Serv-|displays, interior store displays, | page rates would be on the same 
ice.” | bond and_ stamp - selling booths, basis. as previously, i.e., preferred 
This claim was in error. newspaper and radio advertising.| position, top or bottom of page, etc. 
Our good friend, Gene O'Fallon | The Chicago committee, under the | “Although I realize that some 
at Station KFEL, Denver, purchased | direction of Ray Schaeffer and | advertising theorists will contend 
the Chicago Daily News Foreign| Frank Brewer, discovered to their that they would not get comparable 
Service six months ago and has|®mazement that the only advertis-| value for their advertising dollar 
been using it regularly in the Den-| ing material available was a one- | under the new arrangement, I 
ver area with great success. color, all-type poster about 17x22) believe that the overwhelming ma- 
I will be deeply grateful if you in size. Even the broadside released | Jority of these same theorists would 
would use a paragraph in your good|from Washington to all retailers| agree that the difference in returns 


paper to call your readers’ attention | W@5 a one-color job containing sug-| to them would in no way compare 


to this embarrassing situation. 
JOHN J. GILLIN JR., 
President, Radio Station WOW, 
Inc., Omaha. 
v 


> 
Refreshing Philosophy 
Summarizes Campaign 

To the Editor: The attached copy 
of a letter we have just received 
from S. H. Duncan, advertising 
manager of Magnolia Petroleum 
Company, headquarters in Dallas 
and one of our largest regional 
advertisers in the Southwest, is 
refreshing in its unusualness. 

We were wondering if perhaps a 
little publicity on this Magnolia 
Petroleum Company philosophy 
might help put a damper on this 
matter of free publicity during these 
times of newsprint conservation. 


“We never thought we would 
write a letter like this, but this is 
war, so here goes. 


'gestions largely built around the 
|one-color poster mentioned above. 


| 


|the retailers in this area and this 
|leads to the story mentioned in the 


with the value of their contribution 
to the war production program 


The Chicago committee deter-| which their cooperation would rep- 
|mined to do something better for | resent.” 


JOHN M. LUPTON, 


|opening paragraph. 
| As a result it was decided to get 
|out a poster with more color and 
|punch. The result of all this was 
ithe two-color poster as per the 
sample attached. It carries the fol- 
lowing “credits’”— 

Original idea and conception— 
Louis A. Paeth, sales manager, 
Buckley, Dement & Co.; 


Director, Public Relations, 
Acheson Colloids Corporation, 
Port Huron, Mich. 


{Editor’s Note: Reducing adver- 
tising space without reducing rates 
means doubling advertising costs. 
This might be all right for the pub- 
lishers, but if advertising is doing 


by Mr. Lupton.] 
» 
Asks His Due 
as Idea Creator | 
To the Editor: I attach herewith 
copy of letter which I have sent to 
Walter Winchell together with re- 
print of the advertisement and a 
copy of the house organ referred to 


therein which might be of interest 
to you. 


v 


“I was surprised to read in your 
column Monday morning that one 
Betty Minsch of Young & Rubicam 
was responsible for the _ slogan 
“They give their lives. You lend 
your money” because I was labor- 
ing under the impression that I was 
the creator of this idea. 

“You will note from the attached 
that this idea is used on the outside 
cover of our house organ which 
appeared in September, 1942, as 
well as in the editorial content on 
the inside front cover. 

“Also attached is a reprint of an 
advertisement of our companies 
which appeared in The Saturday 
Evening Post on Oct. 10. 1942. 
Copies of this material were for- 
warded to the Treasury Depart-| 
ment at that time. 

“As a newspaper man you realize 
that an advertising man’s most} 


fectly willing to concede auth» 
otherwise I ask you in fairn 


shi 
Nip 


S to 


give credit where credit is du 


FRANK S. ENn1 

Manager, Advertising & Py). 

licity, America Fore Insurance 

and Indemnity Group, Ney 

York. 

+, | © 
Graduates Fare Well 
in This College 

To the Editor: It is not often tha; 
an educational institution can hop. 
estly say that 100% of its graduate. 
have been placed in positions {o}- 
lowing graduation. 

Since we have more or less ac- 
complished that feat here at Park. 
Air College, I feel your editoria| 
staff might wish to study the March 
issue of the “Parks Air News,” our 
monthly publication of some 45,009 
copies. 

On Page 1 in column three, yoy 
will find a lead article that will tel) 
the story of what our graduates are 
doing, but on Page 2, you wil! 
find the complete analysis of the 
men and their present positions 
printed in detail. 

FRANK MAHER, 

Director of Public Relations, 

Parks Air College, East St. 
Louis, Ill. 


| Layout and design—C. E. Mad- 
| dock, advertising department, Mont- 
|gomery Ward & Co.; 

Lettering—Lettering, Inc., Chi-| 
cago; 
Painting of soldier—Courtesy of | 
National Publishers’ Association; 
!| Photolithography — Buckley, De- 
ment & Co. 

You'll be interested to know that 


“PUBLICITY IS NOT RE-| ther 


groups, 


seeing the 


above 


QUESTED THIS TIME. 

“Each spring we have sent you a 
news item to publish when we 
started our Summerize advertising 
campaign in your paper. 

“We realize that you are short of 
manpower, too, and that it is neces- 
sary for you to be economical with 
your space. No doubt the space 
formerly used for many publicity 
items can be more usefully devoted 
to spot news of both home and 
battle fronts. 

“This year we are going to depend 
on our advertising to give informa- 
tion to the public that car conserva- | 
tion is vital—that the automobile | 
is a recognized method of transpor- | 
tation and should be kept in A-l 
shape—that the semi-annual check- | 
up of automobiles by Magnolia} 
dealers is more important than ever 
before. All of these points are 
thoroughly explained in our adver- 
tising featuring the 
Service. 

“Many thanks for the splendid 
cooperation you have always given 
us. 


Harry D. Guy, 
Director, National Advertising, 
The Dallas News, Dallas, Tex. 


. =e 
Chicago Retailers Use 
Effective Bond Poster 
To the Editor: Here is a little 
advertising story that might be of 
interest to you and to your readers. 
As you know, we are now in the 


ADDS PUNCH 


BUY MORE war BOND, 
AND STAMPS... NOW: 


. ad SECOND WAR LOAN . . 


For the benefit of retail stores which are 

playing a big part in the all-out effort 

behind the 2nd War Loan drive, the Chi- 

cago committee developed this effective 

two-color poster for retailers’ use during 
the campaign. 


| poster, were so enthused that the) 
|same idea was reworked for the | 
| panel boards for the outside of all | 
| Chicago street cars, the bulkhead | 
|}cars for the interiors of all street | 
cars, interior posters for all elevated | 
| stations, and stickers for all Chi-| 
| cago taxicabs. 
| The poster idea has already been | 
expanded into local retail advertis- 
ing as shown in the Maurice L. | 
Rothschild ad in the April 7 Tribune. | 
| This was sketched from the original | 
| layout. 


| 


Louis A. PAETH, 


Sales 


Manager, 


Buckley, 


ment & Co., Chicago. 


= 


v 


De- 


Suggests Paper-Saver 


Summarize | 


‘Plan for Duration 


| To the Editor: I think the at- 
|tached letter addressed to David 
Graham, director, pulp and paper | 
division, War Production Board, | 
will interest you and I hope that) 
I may have the benefit of your | 
comments. 


“May I present for your consider- 
ation a plan which, if adopted by | 
the government and applied to pub-| 
lication advertising, would have the 
effect of conserving one-half of all 
the paper at present used for paid 
advertising space in magazines and | 
newspapers. At first blush this 
plan may appear to be very ele- 
mentary, and so it is, yet as an 
advertiser—one of the group who 
would be most concerned should the 
plan be carried through—I can say 
that it would be very satisfactory 
to us aS a War measure and that it 
would give us pleasure to so coop- 
erate with the government. I feel 
sure that this would be the attitude 
of the great majority of advertisers. 

“The plan is simply this: For the 
duration all publications shall no 
longer sell one page units or double 
page spreads. The largest available 
advertising unit would be one-half 
page or one-half page spread, which 
would be charged by the publishers 
at the same rate previously charged 
for full pages or double page 
spreads respectively. Similarly, ad- 
vertisers using half pages would 
buy quarter-pages at the same price 
formerly paid for half pages, users 
of quarter-page space would get an 
eighth-page space at the price for- 
merly paid for quarter-page space, 
etc. 

“If this plan were generally 
adopted, it would not reduce the 
income of publishers. In fact, their 
production jobs would be slightly 
less inasmuch as there would be 
fewer pages per issue. (This saving 
might be pro-rated back to the 
advertisers.) Because their incomes | 
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Ad Bureau Reviews 
Institutional Copy 
Trend in Dailies 


Sees Further Gains 
for This Type of 
Advertising ° 


New York, April 22.— Institu- 
tional and public relations advertis- 
ing, noW appearing in newspapers 
in increasing quantities, 
fned as “the most significant de- 
velopment of the year” in the 30th 


annual report of the Bureau of Ad-| 


vertising, presented to the Ameri- 
can Newspaper Publishers Associa- 
tion here yesterday. 

The Continuing Study of News- 
paper Readership quickly proved 
that service copy, run by advertis- 
ers who had little or no goods to 
sell, was gaining high readership, 
and likewise indicates that the pub- 
lic is eager to keep informed on 
what industry is doing on the war 
production front, the report empha- 
sizes, adding that these two types 
of copy should continue to represent 
a major source of newspaper vol- 
ume—not only during the war, but 


| destructive selling methods. During | 


|mewspaper campaigns would have 
| been delayed and others would have | 


| resolution. 
| over. 


was de-| 


afterward. 

“In developing institutional ad- 
vertising,” the report said, “the 
Bureau has been greatly assisted by 
the resolution passed last April by | 
the ANPA convention regarding | 


the past months some important 


been lost had it not been for this) 
This is worth thinking 
The conditions the resolution 
attacked—while unquestionably im- 
proved—have not entirely disap- 
peared.” 


Continue with Presentations 
The bureau will continue to de- 


| entations, the report said, both to 
particular industries and to 
vidual advertisers. The insurance 
| presentation developed last 


“aroused so much enthusiasm in 
/one branch of the insurance busi- 
/ness that it was remade and ex- 
| tended at the request of another.” 
| The revised report will be presented 


|for the first time to the Insurance|} 


Advertising Conference meeting in 
| New York May 5. In addition, spe- 
| cial presentations were developed 
| for use with district and zone man- 
agers of drug and grocery manufac- 
| turers, and another special report 
was developed for railroads. The 
bureau’s newest presentation covers 
institutional and public relations 
advertising. 

“The chief emphasis in our pro- 


velop and present more sales pres- | 
indi- | 


year | 


mation and research material,” said 
the report, “has been that wartime 
conditions accentuate the impor- 
tance of the newspaper to the indi- 
vidual, to the community, and to 
the nation . and therefore in- 
crease its value to advertisers.” 

Reviewing the extensive list of 
promotional material which the 
bureau has issued during the past) 
year, the report declared that ad- 
vertisers and agencies have fre-| 
quently distributed additional copies 
of these reports, declared that 95% | 
of the members have ordered mats 
for one or more 
and that 102,246 extra copies of 
bureau material were ordered and 
paid for by members during the 
past year. 


| 
© ordered mats | Steinweiss New Ad Head | 


Membership in the bureau stood | 


at 571 at the close of the fiscal year, 
compared with 605 at the end of the 
previous year. Of the 467 members 
of the ANPA, 345 are now members 
of the bureau. 


Sees Further Copy Shifts 


On the outlook for the future, the 
report said: 


“Each passing month of the war | 
brings into sharper focus the im-| 


| portance of newspaper advertising 
|}as a home-front weapon... and the 
invaluable services which news- 
| papers perform for the public, for 
| the government and for business. 
| “In countless ways and with in- 
creasing force, the tremendous 
| power of newspaper advertising is 
| being used to help win the war, to 


} 
| 


maintain the civilian war economy, | 
to build good will for the peacetime 
years ahead. 
“As civilian life becomes more| 
and more restricted, as the sale of 
civilian goods becomes more and) 
more curtailed, newspaper advertis- 
ing is bound to become more and 
more informative, instructive, in- 
spirational, and forward - looking. 
The logical place for this kind of 
advertising is the newspaper.” 


NEW STAR 


i 


r \\ 
e\ 


Alex Steinweiss, art director of | 
the Columbia Recording Corpora- 
tion, New York, has assumed the| 
duties of advertising manager, suc- 
ceeding Patrick Dolan, who has ac- 
cepted a special war assignment for 
the government. 


Vogel Joins Calvert 


H. Arthur Vogel, until recently 
advertising and sales promotion| 
manager of Associated American | 
Artists, New York, has joined the 
sales promotion staff of Calvert Dis- | 
tillers Corporation, New York. 


an 
foyor hover) ever produced 


RIENT. 
(etal Py 


HOSIERY 


rry } | "A New Star is Born” heads this an- 
Pe Buys Daily nouncement copy used in Canadian 
John H. Perry Associates has | newspapers for Beauti-Skin hosiery, an 


bought the Banner, Ocala, Fla., | improved rayon product of Canadian Silk 
published morning (except Mon-) Products. Ronalds Advertising Agency, 
day) and Sunday. The organization | Montreal, handles the account. 
now owns four newspapers and four | 
radio stations. 


Women Ready for 


Be Be aes 


IS 


AND 


ON 


UANTITTY 


Postwar Rationing, 
Survey Reveals 


New York, April 21.— American 
women are overwhelmingly in favor 
of accepting restrictions that would 
affect their daily living habits after 
the war in order to achieve a demo- 
cratic peace, according to a recent 
poll by Woman’s Home Companion. 

Approximately 92% of the 2,000 
women questioned in the survey 
answered “yes” to the query, 
“Would you be willing to accept 
rationing and food restrictions after 
the war to help feed foreign na- 
tions?” 

The report, released in the May 
issue of the magazine, constitutes 
ithe sixth of the Companion’s con- 
tinuing study covering women’s 
opinions on wartime problems, 
based on a national panel to provide 
an accurate cross-section of the 
country. 


Joins Pepsi-Cola 

Al Charlebois, in the national 
advertising department of the De- 
troit Free Press for the past six 
years, has been appointed manager 
of the Pittsburgh branch of the 
Pepsi-Cola Bottling Company, effec- 
tive May 1. 


and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


Champion developed its own sources of supply thirty-five years 
ago, when it pioneered the south for pulpwood for making fine 
papers, and enough of it for big production. Constant research 
and scientific mill operation have produced many improvements 
in method and product, increased output time after time, and | 
prepared for the immensity of today’s wartime demands. This 
farsighted planning enables Champion, in this greatest emergen- 
cy in American history, to provide pulp for explosives and pa- 


per for many war and essential civilian uses at home and abroad. 


CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO . . . CANTON, N. C. .. . HOUSTON, TEXAS 
Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 


Takes New Headquarters 
Western Auto Supply Company, 
distributor of automotive parts and 
accessories, has taken space in the 
Merchandise Mart, Chicago. The 
new quarters will serve as a contact 
point for both manufacturers and 
dealers, with Karl] S. Hall in charge. 


Selling Women While 
They’re Young ain 


Published by GIRL SCOUTS } 
155 E. 44th Se., New York j 


Member of 
THE YOUTH GROUP i 


200,000 ABC! 
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April 26, 1943 


Starts New Agency 


H. M. Klingensmith Company, 
Advertising, has been organized, 
with offices in the First National 
Bank building, Canton, O. Mr. 
Klingensmith, head of the new 
agency, has been associated for the 
past seven years with McDaniel, 
Fisher & Spelman, Akron, as a part- 
ner and account executive. 


= USE READY-TO-PRINT 
i, CALENDAR PAD PLATES 


months. 
ALMANACS: Authentic, authori - 
tive accurate. eather 


. Enclose 
be credited to your first order . 


The FRANKLIN COMPANY s10w van surew CHICAGO 


Admen in the 
Armed Forces 


J. M. Mathes Jr., account execu- 
tive with J. M. Mathes, Inc., New 
York, has been granted an indefi- 
nite leave of absence to join the 
USNR, as an ensign. Harvey Y. 
Rohde, account executive with the 
agency, has also been commissioned 
an ensign in the USNR, and Ver- 
onica Smertick of the Mathes ac- 
|counting department has joined the 
| Waves, and is in training at Hunter 
| College. 

_ Dorathea Duncan, former public- 
|ity director of Kenyon & Eckhardt, 
|New York, has entered the Marine 
| Corps Women’s Reserve. 

Lewis Kleid, president of Mail- 


ings Inc., New York, has been com- 
missioned a second lieutenant after 
graduating from the Army admin- 
istration school at Grinnell College, 
Ia. 

Claude Gravereaux, formerly of 
the Paris office of McCann-Erickson 
and more recently in the New York 
office, has been granted a leave of 
absence to joint the motorized in- 
fantry of the Fighting French. He 
will act as liaison officer between 
the Fighting French and the Ameri- 
can Army. 

Sam Frye, in the media depart- 
ment of Pedlar & Ryan, New York, 
has been inducted into the Army. 

James F. Ryan, copywriter with 
L. E. McGivena & Co., New York, 
has joined the Army. 

John Lowe, advertising artist with 
March Studios, New York, has en- 
tered the Marine Corps as a pri- 


vate, reporting to Parris Island for 
“boot” training. 

Arthur Witty, previously in the 
advertising department of Witty 
Bros., New York, has been com- 
missioned a lieutenant in the Army. 

Frederick A. Richardson, head of 
Frederick A. Richardson Company, 
New York industrial advertising 
agency, has been inducted into the 
Army. His business has been dis- 
continued. 

J. B. (Jack) Pickering, production 
manager of Howard H. Monk and 
Associates, Rockford, Ill, agency, 
has been commissioned an ensign 
in the Naval reserve and reports 
for duty at the indoctrination school, 
Quonset Point, R. I., April 27. He 
will be succeeded by Roy E. Mun- 
son, former owner of Munson Print- 
ing Company, Rockford. 

Goldthwait Jackson, sixth mem- 


“( »* no! My missus 


show me this Time map of the 


Russian Front, she’s 


strate it—on me and the furniture— 


? “Look, darling—this is the Russian Front 
...1’m the Nazis, you’re the Reds!” 


couldn't just 
as you do!’... 
gotta demon- 


these days?” 


and read me a lecture at the same 


time. 


“*Why, she snaps at me,*do you 
keep talking at me as if I were an 
empty-headed little rug-cutter? How 
do you think I got you in the first 
place —with just my big blue eyes? 
It's about time you realized I read 


* * 


your old TIME every bit as thoroughly 


“Gosh, are all women like that 


No, little man, all of them aren’t—but 
a million of them are. For successful 
men and men headed for success don't 
marry dopes. They marry wide-awake, 
intelligent girls, alive to everything 
that is going on—and willing and able 


to share their husbands’ interests. 


Yes, these women may flip and skip 


through some magazines — but they glue 


their attention to TIME’s pages — say 


* 


their lead, buy 


what they think. 


they prefer TIME 5 to 1 over all the other 
ad-bearing magazines they read. 

And this is significant: surveys show 
TIME women have 2'/) times as much to 
spend as the average woman. Millions 
and millions of average women follow 


what they buy, think 


ME 


\ 


THE WEEKLY NEWSMA 


_ 
— 


ber of Yachting’s staff to receive . 
commission with the armed sery joo. 


has left for active Army duty o 
first lieutenant, engineers amph'})\,,, 


command. 
James Sullivan, assistant produ. 
tion manager of The Buchen (»»,._ 
pany, Chicago agency, has lef: ¢,, 
military service at Camp Grant. Il 
He and Helen Sierzega, also 1), 
Buchen, were married April 10) ang 
Mrs. Sullivan will return ty 
agency for the duration. 
Walter Johnson, former prodie- 
tion manager and space buyer jt) 
Knox Reeves Advertising, Sa), 
Francisco, has joined the Army 
medical corps and is stationed 4; 
Camp Barkeley, Tex. He is 
ceeded by Mrs. Nancy Emmon 
Curt Peterson, formerly radio qj- 
rector of Marschalk & Pratt, Ney 
York, has completed his training at 
Chanute Field, Ill., and has been as. 
signed to the Army air forces officer 
candidate school at Miami Beach 


the 


suc. 


U. S. Agencies Ask 
Bill Banning Red 
Cross Use in Copy 


Washington, D. C., April 21.—The 
use of the Red Cross in advertising, 
|a question of ethics which has em- 
broiled several national advertisers, 
popped up again last week as the 
War, Navy, and State Departments 
sent letters to the Senate judiciary 
committee urging that the emblem 
| be reserved exclusively for the Red 
| Cross, the Army and the Navy. In 
| asking for such legislation, the bil! 
| woud expressly prohibit use of the 
|Red Cross name and emblem by 
| advertisers. 

Under Secretary of War Robert 
Patterson wrote that he could not 
“express too strongly the impor- 
tance to the Army, particularly at 
this time, of the enactment of the 
proposed measure.” He said that 
the passing of months of the present 
war without such legislation “is a 
matter of concern to us.” 

Frank Knox, ex-publisher of the 
Chicago Daily News and Secretary 
of the Navy, wrote that: 

“We are disturbed by any use of 
the Red Cross emblem at home, in 
circumstances not related to war, 
which can or does create confusion 
or which may give justification to 
an enemy for less faithful obser- 
vance of its sanctity than the Treaty) 
of Geneva was intended to provide.” 


DENIES FTC CHARGE 


Washington, D. C., April 20. 
Candy Brothers Mfg. Company and 
Universal Match Corporation, both 
of St. Louis, have filed a joint 
answer to a Federal Trade Commis- 
sion complaint, in which they assert 
their right to use the Red Cross 
name and emblem for commercial 
purposes, and deny that they have 
represented any connection between 
| them and the American Red Cross 

The complaint (AA, Feb. 1), 
charged the companies with using 
the name and emblem in advertis- 
|ing, particularly on match packs, 
;and with engaging young women 
| attired as nurses to distribute sam- 
| ples of Red Cross cough drops, made 
| by Candy Brothers. 
| In reply, the defendants say that 
| since 1878 Candy Brothers and 
assignors or predecessors have con- 
tinuously used the name and em- 

blem for cough drops, and that suc! 

use “was, prior to the Act of 1905 
| legitimate and lawful and continu 
to be legitimate and lawful.” T 
answer says that the defendan' 
|have discontinued the practice 
| sending out sample girls costun 
| as nurses. 
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© ESQUIRE INC 1943 


a 


* Weapons change, but men do not. Wars were never 
won by weapons, but by the men who manned them. 
That's as true in our day of planes and tanks as it 
was in the day of crossbows and broadswords. Given 
the weapons with which to fight, men must still do 
the fighting and it is still morale that makes men 
win. Listen to Professor Norman Copeland, the fore- 
most authority on the psychology of the fighting 
man: ‘Morale is the most powerful weapon known 
to man; more powerful than the heaviest tank, than 


the biggest gun, than the most devastating bomb. 


s¢°s still the same old story: 


3, 


Again d again it has been the means of turning 
defeat i. victory. An army is never beaten till it 
knows if is beaten, for defeat is an attitude of mind 
and nota physical condition.”’ Thus any contribu- 


tion to|the morale of our armed forces, however 


insignifjeant it might seem by itself, has an aug- 
mentedlimportance today. Take, as just one example, 
the picfure exhibited above. It’s only a picture, 
picked at random from the pages of Esquire, that 
present§ in candid color a scene from the Eve of 


St. Mark. But such pictures bring Broadway to the 


A FAVORED 


MAGAZINE OF 


No. 6 of a series of exhibits from Esquire 


a fight for love and glory~ 


boys, however far West or East of Broadway they may 


now be, in the most effective manner short of tele- 


vision. And Broadway is one of the things they're 


fighting for. It’s little things like that which help ac- 
count for the affection with which Esquire is read by 
a measurable percentage of America’s armed forces. 


It tells them what they want to hear, shows them 


what they want to see. All little things, no doubt of 


that. But as the smartest commander of all once 
said, **Take care of the little things and the big 


things have a way of taking care of themselves." 


FIGHTING MEN 
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“FREEDOM BURN iy, 


_« 


Treasury 
clusively 


autogt apne 
chors- 


g! n al 


an 
ations | 
av gilable t° 


Full-page advertisement which ap- 
peared in the April 24th Saturday 
Evening Post announcing the open- 
ing of the show in Washington, D. C. 


: a : 
3 ig . \ ; 
a | 
ANNOUNCING ATION WIDE 
‘ 
7. A 
‘ . \ : 
| U. S- Treasury Department — Saturday Evening Post \ 
iy 
e? 
oe ee te big , : Zico si ? \ 
ae ORIGINAL PAINTING? —- \ 
N = x 
. P : i 
eo \ 
al “Ss Great Department Stores Coast- participating stores for distribution to purchasers The Hecht Company to open Show \ 
——_. of Wat Bonds and Savings Stamps: Dont miss in W hington p.c April 26 \ 
’ to-Coast to Devote Thousands of “his opportunity which you may never have again. gton, *- =" 
: Feet of Floor and Window Space : Great Capital Department Score tO inaugurate this 4 
; to Exhibits that will Thrill millions: a ExcLusivE ATTRACTION! unprecedented, chrilling exhibition. Thousands ot \ 
4 feet of floot and window space devoted to exciting Bs 
| y The only complete, authen- displays: 14 
s a - See breath-taking: full-size ’ y, - collection’ - ene To be presented next by these great Stores: tS 
Pere ty ™ original canvases of Norman t miniatures OF uniforms wor strawbridge g Clothier in philadelphia oa 
ea ; Rockwell's internationally J 4 ae — of World Sage-Alles in Hartford. Filene’s i9 Boston 5 
=e ei \ famous Four Freedoms paint- - ars } an , watch fot announcements for your city. y 
j \ N x ings that President Roose- 4 , F 1 F ‘ 
\ Ss yelt has called “Superb” - PRESIDENT ncostve” says © Rockwell's out 
\ 7 Freedoms: He has done 2 superb job 10 bring: 
Beautiful, special reproduc y ing home the plains everyday truths behind the et 
. : tions of Rockwell's Four , +d || Four Freedoms.” \ 
son Get peautiful Four Fredo ZX Freedoms paintings C° pur- y secretary OF qe TREASURY MmORGENTHAY SAYS: ™ 
ae Commemoran Covers for S fk chasers of War Bonds “The soldiers sailors and marines who ght 
— War Bonds a Sav rhe Re! ° j | . @ =! to establish che Four Freedoms must draw from 
| Stamp = sone od a oF All > » p — us the material and moral support to match their 
aa ae z a Fi. magnificent courage and ability” 
: for this Show: . Mee ae; “ 
ee vy & 4 National celebrities of stage: ty 
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The U. S. Treasury Department, The Saturday Evening Post and 
America’s leading department stores have joined forces in a 
nationwide drive to sell War Savings Bonds and Stamps. 


Norman Rockwell’s inspiring paintings of The Four Freedoms 
will be the feature attraction of a show that will thrill millions. 


The publishing of Rockwell’s Four Freedoms in the new Saturday 
Evening Post brought a response from thousands of Post readers 
that has surpassed anything in Post experience. 


Now these famous paintings will tour the nation so that all who 
wish may see them in their original beauty. 


We invite you of the advertising and sales profession to visit 
this exhibition when it comes to your city. We urge you not to 
miss this opportunity of seeing in glowing art the principles for 
which our country sacrifices and fights. 
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Allis-Chalmers Sponsors 
WTMJ-W55M Musical 


Allis - Chalmers Mfg. Company, 
West Allis, Wis., launched a new 
all-Milwaukee musical program 
April 18, over WTMJ and W55M, 
the Milwaukee Journal stations. 
Titled “Made in Milwaukee,” the 
show is heard from 4:30 to 5 p. m., 
CWT. Maurice Kipen, WTMJ-W55M 
musical director, leads the Radio 
City orchestra, and Gertrude Bar- 
telt, young dramatic soprano, is so- 
loist for the series. 


Named Agency Counsel 


Helena Rubinstein, cosmetics, 
New York, has appointed Pettingell 
& Fenton, New York, as advertising 
counsel. 


a9 tieiacaci 


‘No Burton Browne. 
re client hasa. 
“competitor with 


better advertising” 
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Pullman Loses 
Trust Case, Wins 
U.S. Contract 


Wilmington, Del., April 21.—Pull- 
man, Inc., is playing an important, 
almost indispensable role in the war, 
David A. Crawford, president, said 
today in a message to the annual 
stockholders’ meeting here. Mr. 
Crawford sent the message from 
New York, where he was conferring 
with counsel in connection with an 
appeal from a lower court decision 
against the Pullman group of com- 
panies in an anti-trust suit. 

“It is quite a commentary,” Mr. 
Crawford told stockholders, ‘on the 
| useful part played by the Pullman 
|group in the conduct of wartime 
| transportation, that the adverse de- 
| cision comes just when the railroads 
|of the country, acting through the 
| Association of American Railroads, 
| have asked the Pullman Company, 
|as the sleeping car unit of the Pull- 
/man System, to undertake a con- 
tract to lease and operate 1,200 
| special type troop sleeping cars to 
| provide needed additional facilities. 
|In open competition just conducted 
| by the Defense Plants Corporation, 
| Pullman - Standard Car Mfg. Com- 


pany was the low bidder on the job 
of building these cars.” 


Court Makes Recommendations 


The decision in the anti-trust case 
was rendered in Philadelphia, where 
an expediting court of three U. S. 
Circuit Court of Appeals judges 
ordered Pullman to separate its car 
manufacturing business from its 
sleeping car operating company. 
The court made six recommenda- 
tions for compliance with its order: 

1. The separation of the business 
of the Pullman Company from that 
of the Pullman-Standard Car Mfg. 
Company and the simplest method 
of accomplishing that separation. 

2. The establishment of the right 
of a railroad to purchase used sleep- 
ing cars from the Pullman Com- 
pany. 

3. The terms to be included in 
a direction that Pullman shall be 
required to operate and_ service 
sleeping cars designed and built by 
any manufacturer and tendered to 
it for operation and service. 

4. The right of any railroad 
which wishes to operate all or a 
portion of its own sleeping car busi- 
ness, to so do regardless of any 
existing sleeping car contracts with 
the Pullman Company. 

5. The establishment of the obli- 
gation of the Pullman Company to 
furnish through-line sleeping car 
service to any railroad or group of 
railroads. 

6. The elimination of exclusive 


The chart below contains more detailed 


results of the “State Fairs Survey 


took visits, however, 


ing habits. 


interviews show that: 


the Fairs 


For years KMBC’s listener-leadership in Greatcr 
Kansas City has been a well-recognized fact. It 


to both the Missouri and 


Kansas Fairs of 1942 (Sedalia, Mo., August — 
Topeka, Kans., September) to establish the margin 
of preference for KMBC in the rural sectors of the 
Heart of America Area—the region encircled by 


KMBC’s half-millivolt daytime contour. 


This is the story: An independent market-analysis 
organization sent its trained, professional interview- 
ers to both State Fairs. 
personal-interview surveys of persons living in this 
78-county Heart of America Area. 


There, they conducted 


They asked specifically to what stations these 
listeners tune for “service programs”... News, 
Markets, Farm Talks, Farm Programs, and Home 
Service Features. These, we believe, are the fea- 
tures best calculated to contribute to rural listen- 


Results of these studies, based on nearly 5,000 


In the Heart of America Area, KMBC audiences out- 


.” The 
KMBC audience in each program classi- 
fication is compared with audiences of 
the next three highest-ranking stations. 
Percentage figures indicate what portion 


of the entire rural Heart of America audi- 


ence habitually tunes to each station. 


1928 THE CBS 


BASIC STATION 


rank those of all other stations in each of the five 
“service program” classifications! 


And for “service programs” in general: 


KMBC has 350% more regular listeners than the near- 
est competing station... virtually as many listeners as 
25 other stations combined—all that were mentioned! 


Here, at last, is reliable evidence that in rural as 


well as urban portions of the Heart of America, 
listeners definitely prefer KMBC. 


FOR MISSOURI 


MBC 


of Kansas City 


FREE & PETERS, INC. 


AND KANSAS 


dealing contracts between the Pull- 
man Company and the railroads and 
the abrogation of such provisions in 
existing contracts. 


Bond Stores Signs 
FTC Stipulation 


The Federal Trade Commission 
has announced that Bond Clothing 
Stores, New York, has entered into 
a stipulation to cease making cer- 
tain representations in connection 
with its sale of men’s clothing. 

The company, said FTC, agreed to 
end claims that its stores were the 
only ones which offered two-trouser 
suits; that the extra pair was free; 
and that the value was in excess of 
the sum for which it was ordinarily 
sold. Bond also agreed not to use 
the words “Rochester” to describe 
the place of clothing made else- 
where; “bench-made” and “custom” 
with regard to tailoring; “verified 
value” when no impartial test had 
been conducted; and such descrip- 
tive terms as Shetland, Kerrys and 
Cameron, 


Davis Joins ‘Esquire’ 

Irving Davis, promotion manager 
of The American Weekly for the 
past 12 years, has resigned. Mr. 
Davis, who has also been handling 
promotion of Puck —The Comic 
Weekly since the comic section 
opened its pages to national adver- 
tising in 1931, has joined Esquire as 
promotion manager. His headquar- 
ters will be at the magazine’s New 
York office, where he will also serve 
as managing editor of Apparel Arts. 


Durstine to Arbitrate 


| Roy S. Durstine, president of Roy 
|S. Durstine, Inc., New York, has 
|been appointed by the Blue Net- 
work to act as arbitrator in the 
pending discussion with respect to 
the talent rates to be paid members 
of the American Federation of 
Radio Artists appearing in “My 
True Story,” a program presented 
‘by the Blue Network in coopera- 
| tion with Macfadden Publications. 


Carruth to Union Bag 


Henry P. Carruth will join the 
| Union Bag & Paper Corporation, 
| New York, as executive vice-presi- 
dent. Mr. Carruth has been vice- 


it 
—, 


Kix to Continue 
Aggressive Drive 
in New Crop Year 


Minneapolis, April 22.—The brig; 
but far-flung campaign in behalf of 
General Mills’ new Kix has bee, 
so successful that officials of ty, 
cereal company indicate that som, 
ambitious plans are being laid fo, 
the new crop year, which begin. 
June 1. While the exact nature o; 
these plans has not been disclose 
the company reports that the change 
in Kix, resulting in a new “puffeg 
flake” form, and in the package 
which is three in one, has lifted the 
product to new heights of popy-. 
larity. 

The innovations have been intro. 
duced to the public in large space 
in color in The American Weekly. 
Metropolitan Sunday Newspapers 
This Week Magazine and severa| 
women’s magazines, through Black- 
ett-Sample-Hummert, Chicago. 

The new package, labeled “Crisp. 
A-Sured,” has received a particu- 
larly warm welcome from harassed 
housewives. While the shape of the 
outside container is unchanged, the 
user finds inside three individual 
packages, each of which may be 
opened as needed. The new Kix 
is found at its best in each sealed 
container, which prevents prema- 
ture exposure to air. 

The vigorous General Mills cam- 
paign is regarded as a forerunne: 
not only to a more elaborate one by 
that company, but by all of the 
members of the cereal industry 
History in the United States is re- 
peating that in England, where 
imposition of rationing resulted in 
skyrocketing of cereal sales. Cereals 
are unrationed in this country and 
the newly formed Cereal Institute 
held a meeting in Chicago last week 
to consider the possibilities of this 
situation. With the Institute selling 
breakfast foods as a whole, mem- 
bers will be free to continue the 
battle of brands which has raged in 
this field for many years. Some 
spectacular advertising is in pros- 
pect, with General Mills, according 
to its executives, by no means 
bringing up the rear. 


E. M. Power Moves 


Edward M. Power Company, Ad- 


president of the Brown Company,| vertising, Pittsburgh, has moved its 


Berlin, N. H., and is a member of 
the industry advisory committee of 
the War Production Board. 


offices from the Oliver building to 
new headquarters in the Granite 
building, Sixth Ave. and Wood St 


of the Bureau of 


For 20 years, the trend of business and 
population shifts has been towards Texas! 


One of the leading Texas cities in building permits 
and population gain has been Corpus Christi — 
now with a city zone population of 101,400 ac- 
cording to paragraph 28 of the new Audit Report 
of The Corpus Christi Caller-Times. 


Futhermore, Philip M. Hauser, assistant director 


Census, rates Corpus Christi, in 


his recent nationwide survey, as a Class A-! city. 
Mr. Hauser states that Corpus Christi is one of 
America’s six leading cities in war growth and post- 
war prospects. Isn't it wise to pace this city’s rapid 
growth with added space in The Caller-Times? 


Represented by Texas Daily Press League, Inc. 


Christi Caller-Ci 
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| Never Underestimate the Power of a Woman! 
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| operating few planes commercially 
because of its Army work, should 
advertise to protect the postwar 
operations it plans to carry out. The 
board believes C&S should hold its 
| 1943 advertising and promotion to 
$40,000, while the airline insists 
| $120,000 is needed to retain its 
/competitive position in the field 
(AA, March 22). 

Back in December, 1942, when 


JWT Appointed Agency | 


s a 
The Atlantic Rayon Corporation, Chicago-Singapore 


Providence, R. I., has named J. 


Walter Thompson Company, New . 
York, to handle its advertising. The if oute ou f 
company has been making para- 


chutes and allied war products 


Natal megane wt tH Novel Message 


. sl: C&S inaugurated its current pro- 

Issues New Rate Card C&S Page in Dailies cin at Udi ebvetes 
The Mutual Broadcasting System | ments, company officials realized 
has released its newest rate card, | ls Addressed to |that it would be helpful to show 


No. 11, which features all the net- 
work’s rate and discount structure 
in addition to listing all stations 
added to the network since August, 
1942, making a total of 209 stations. 


U. S. Government the public graphically how the air- 


plane—now used as an instrument 
~ alt i _.. | of destruction—could be quickly 
I oe = in —_, pag rte eng = tool of peace yo 
ne none ” Fates : | war ends. e new copy was de- 
‘can government,” Chicago & South-| signed to show the practical side of 
kkekewkewkeweweKw | full-page advertisements in the New | > ee ae ee Pees puree. 


| York Times, Washington Post and} 
. |Washington Star that it hopes to) 

° | establish a postwar trans-Alaskan| The proposed air route, copy ex- 

a To create public * |air route between Chicago, Singa- | plains, will aid the airline in making 

pore and Batavia. | “constructive, progressive peace- 

* « — | 3 . — : . =e ae ‘ 9 lei 

* opinion favorable aaa’ Soave tak padtieatens| teaphicanien Ue srebdee '%. teees 

* ° | with the Civil Aeronautics Board to|men and women, the company adds: 

to your business... * | establish other air transportation|‘‘And to you who represent the 

services to South America, Europe} American people, we send this mes- 

and Asia (AA, April 5), the new/sage: Within the air transport in- 

| petition filed in Washington, D. C.,| dustry today there reside the vision, 

|; yesterday is especially significant} the trained minds and bodies, the 

| because of the airline’s current cor-/ will to action, ready on the hour 

|troversy with the board over its} when the last gun is fired to help 

|advertising expenditure. It raises|in the rebuilding of a _ shattered 

|\the question, among others, of| world. We believe in the American 

whether C&S, although it is now! dream, in the resourcefulness of 


Assures Postwar Work 


* CHOOSE THE 
LEADER IN 
* THE BUSINESS 


* 


Dedicated to the ADVERTISING MANAGER 


of almost any wartime manufacturer 


Your Day 


Down at 8 to get ready for meeting of labor- needed for submission. Advertising manager will 


management committee. We must do something please have preliminary draft tomorrow! 1:15: 
Locked door but unlocked it when engineering 
vice president rapped. Let’s get going on program 
for postwar planning committee. Will advertising 
manager assemble new product suggestions, with 
data on possible markets? Ready next week! 
3:30: Locked door again but gave up when wire 
arrived saying Army-Navy renegotiation meet- 
ing advanced three days. Material needed from 
advertising department must be on president’s 
desk tomorrow. 5:30: Called the little woman 
to be reminded hadn’t eaten dinner at home 
this week . . . Oh, well, it’s “all-out” war! 


about absenteeism . .. Advertising manager’s 
suggestion adopted. Get go- 
ing tomorrow. Advertising 
manager to produce all ma- 
terials pronto! 10:30: Sales 
manager called. “Where's 
data for new campaign on 
how to save war-scarce ma- 
terials? Should have been 
ready last week.” Must do to- 
day, without fail! 11:15: Phone call from boss. 
Our Company in line for Army-Navy “E”. Brief 


Y our Day as an advertising manager is sliced pretty thin—and 


still there’s not enough of it to go around. Finding the answer 
may be a matter of finding an advertising agency with a per- 
formance pattern that fits your wartime emergencies. That 
means an agency whose whole history shows that it has the 
interest and organizational facilities to extend its service 
far beyond the limits of “space advertising”. The teamwork 
which such an agency provides can free your hands for those 
broader administrative responsibilities which business will 


naturally entrust to advertising managers who can “take it”. 


IN OUR BOOK: 
Advertising is more 
effective as advertising 
managers ore more 


FULLER & SMITH & ROSS 


71 Vanderbilt Avenue + New York * 


INC. 


inflwential in inner- 1501 Euclid Avenue + Cleveland 


management circles. 


_— Ne 


C&S ASKS POSTWAR POLAR ROUTE 


Curca 


CHICAGO and SOUTHERN AIR LINES 


With this full-page newspaper copy, Chicago & Southern Air Lines last week ex. 
plained to government officials its plans for postwar air transportation. 


private enterprise and _ personal 
| initiative, in the power of free men 
to serve a high statesmanship as 
well as the profit motive. . . 

“We, together with the industry | 
|}in whose ranks we march, ask only | 
the chance to labor with the skills 
|we have acquired, and when our| 
| present task is done, to bend those 
skills to happier purposes. To that 
cause we dedicate ourselves and 
await the challenge of peace. It is| 
for you to lay down the pattern. It 
is for us to strive to make it a} 
reality.” 
| The advertisement, signed by 
| Carleton Putnam, president of C&S, | 
reproduces a map showing the pro- 
posed great circle air route which 
| “will provide the shortest and fast- 
est service between the East Indies 


and West Indies.” It is 1,500 miles 
shorter than present air service 
from Chicago to Singapore-Batavia 


|via San Francisco, will save 22 


hours’ flying time, and has no over- 
water hop of more than 480 miles 
The company promises to maintain 
“closed-door” operations between 
intermediate points in foreign coun- 
tries where an established airline 
service is already in operation. 


“More Than Business Venture” 


“To us this is more than a busi- 


|/ness venture,’ the advertisement 


declares. “For months we have 
been preaching a new gospel to the 
nation, a gospel in which we have 
visualized the airplane of the future 
as no longer an instrument of de- 
struction, but as a dynamic, con- 


WORCESTER, 


| wor 


$44.08 — 23 per cent higher 


own average for 1941. 


The average annual income 


Sales Management estimates. 


market. Population: City 


City Zone Population 235,125 


Worcester’s average industrial weekly wage in 1942 was 


average in 1942, and 20 per cent more than Worcester’s 


$3,509 PER FAMILY 


Trading Area jumped $1,439 since peacetime 1938 to reach 
$3,509 for the year ending Sept. 30, 1942, according to 


gain of any Massachusetts trading area listed, 


The Telegram-Gazette blankets this rich industrial 


440,770. Telegram-Gazette circulation: daily more 
than 141,000; Sunday more than 80,000. 


The TELEGRAM “GAZETTE 


WORCESTER MASSACHUSETTS 


Ceorce Ff. Boorn, Putlshs3- 


aud ASSOCIATES, NATIONAL PEPRESE! 


OWNERS of RADIO STATION WTAG | 


Massachusetts 


than the Massachusetts state 


of families in the Worcester 


This is the highest percentage 


and Retail Trading Zones 
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structive force of truly global sig- 
nificance.” 

“C&S now operates on the Chi-| 
cago-New Orleans route, and has | 
applied for routes in the Caribbean, 
thus pointing the way to an even- 
tual East-West Indies service link- | 
ing the North American continent 
with Greater East Asia. The latest 
application to the CAB asks authori- | 
zation to transport persons, property 
and mail over a polar circle route 
totaling 8,826 miles, establishing 
Chicago and New Orleans as impor- | 
tant. international air terminals. | 
The primary Chicago-Singapore- | 


diate stops at Winnipeg, Edmonton 
and Whitehorse, Canada; Fairbanks 
and Nome, Alaska; Kamenskoe, 
Nikolaevsk and Vladivostok, Russia; | 
Keijo, Korea; Shanghai and Canton, | 
China; and Saigon, French Indo- 
China. 

In support of the petition, the | 
airline states that it now has suffi- | 
cient trained personnel to supervise 
operation of the proposed route, | 
including navigation and flight ex- | 
perts, and captains and co-pilots | 
experienced in flying air cargo for | 
the armed services. An estimated | 
44 hours flying time would be) 
needed for the postwar Chicago- | 
Singapore trip, compared with 66 
hours for present service via San 
Francisco, according to C&S. 

Before releasing its copy, C&S/| 
checked to learn what other adver- 
tiser had directed a message straight | 
to the government. In only one 
case, it said, had this been done— | 
when the German Embassy took 
space in U. S. newspapers during 
World War I to warn Americans 
against sailing on British vessels. 
The ads appeared the same day that 
the “Lusitania” was scheduled to 
sail from Britain, too late to prevent 
a large number of Americans from 
leaving on the ill-fated ship. 


DENIES AD CURB 


Washington, D. C., April 20.— 
Denying that it has any intention 
ff dictating limits on advertising 
and promotional expenditures of 
irlines, the Civil Aeronautics Board | 
sought today to clear up what it) 
described as “widespread misun- 
derstanding” of its mail rate order | 


| 


| 
| 
| 


NOW 

5,000 WATTS 

DAY & NIGHT - 600 KC 
The Only Columbia 
Station in Maryland 


PAUL M. RAYMER CO, Nat'l Sales Representative 


“iW YORK . CHICAGO . SAN FRANCISCO . LOS ANGELES 


involving Chicago & Southern Air 
Lines. 

The board said it had tentatively 
estimated that these expenses of 
C&S for 1943 should not exceed 
$40,000, emphasizing that this fig- 
ure was an estimate, not a hard- 
and-fast limit, and that it was inci- 
dental to the mail rate proceedings 
which will result in new rates for 
the airline. The board explained 
that it must review operating ex- 
penses and estimate probable costs 
of future operations in order to 


determine the right rate of pay for | 


airmail transportation. This deter- 


only function that the board is seek- 


ing to perform.” 


of C&S’ competitive position in the 
field, or postwar plans, the CAB had 
this to say about current operations 
and advertising: 


transfer of flight equipment 


“Because of the) 
to| ing and publicity counsel, will close Agency, St. 
routes operated by or for the Army,| her offices May 1 to join the pub-| the Sun, 


; ) . : : -- — _—— 
'mates of operating costs should be} H 
Without touching on the question | changed. | Aubuchon Joins Anfenger 


| Cliff W. Aubuchon, former assist- 
|/ant promotion manager of the Chi- 
cago Sun, has been appointed vice- 
president of Anfenger Advertising 
Louis. Before joining 
Mr. Aubuchon headed his 


Alice Dowd Joins JWT 


Alice Dowd, fashion merchandis- 


Chicago & Southern operates only|licity department of the J. Walter) OWn agency in St. Louis. 


four airplanes commercially, 
the need for advertising directed to 
the immediate solicitation of traffic 
thus appears to have greatly de- 
creased.” 


and | Thompson Company, New York. 


Names Lewis & Gilman 
L & T Named Rep. | Lewis & Gilman, Philadelphia, 
Lorenzen & Thompson, Inc., New|has been appointed advertising 


C&S has filed an exception to the; York, has been appointed national counsel for Farm Journal and Farm- 


order and will be given a chance}! 
Batavia route would have interme- | mination, the CAB added, “is the| at a public hearing, the board said,| Scrantonian and The Scranton Trib- 


to show whether the tentative esti- 


advertising representative for The|er’s Wife. Advertising plans include 
the use of national magazines and 


une, Scranton, Pa. business papers. 
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FRANCISCO qi 


@ For full details on Pacific Coast Markets, 
see RODNEY E. BOONE ORGANIZATION 


THE BIG 


@ <-and THE BIG reaches 


wan PACIFIC COAST , 


§ PAYROLLS UP 


400% 


OVER 1940 © 


lout OF EVERY 2 
FAMILIES! 


In 1-2-3 or 4 colors at 
preferential group rates! 


War BOOM? We hardly think so! Of course, the influx 
is due to tremendous expansion of war industries... ship- 
yards, heavy industry, airplane plants on the Coast. But 
consider: how are the tremendous peacetime markets of the 
Far East to be developed? By more ships, more planes, 
greater heavy industry! For those with consumer goods and 
services to sell now and in the future...the answer is obvious: 
The Pacific Coast is definitely an “A-Schedule” territory 
NOW! And there’s an“A-Schedule” medium for you to use. 
It's the "The Big 3”...the combined Sunday circulation of the 
3 top Coast newspapers thoroughly blanketing the entire 
market. Use 1-2-3 or 4 colors; in one buy, one billing, you 
obtain preferential Group rates. Effective? Look at the con- 
sistency records of our regular advertisers in 3 of the highest 
priced Sunday newspapers in the United States. When 
folks pay fifteen cents for a newspaper... it gets an inten- 
sive type of readership. And so does your advertisement! 


Pacific Coast Coverage 
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i ae tewelel te Wee 
Treasury Plans after rigid examination; sccm: im ie 
P 2 tee of divi ialists will revic.. | 
The Diary of an Ad Man to Liberalize Saas To 
yY — mous decision will be necessary i 1 
Its E Awards send the endorsed recommendation S 


This diary embraces the observations and reflections of one of America’s 

most prominent and widely known advertising men. It is presented in 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


April 12. See by the papers that Dad 
Stanton, gentleman of the old school, has 
left us. I well remember the first day he 
called upon me, thirty-odd years ago, rep- 
resenting Century Magazine. When I asked 
him how much circulation his book had he 
looked shocked. Nobody, he said, had ever 
asked him that question before. Indeed, 
he, himself, had never asked it of the pub- 
lisher, because everybody knew that Cen- 
tury reached all the best people. I never 
bought any space from him, but I always 
admired and respected him. 


April 13. A man toils at his business 
year after year, and sees a_ thousand 
specific things from which he draws the 
generalized conviction that “this is the 
greatest business—or greatest product—of 
its kind in the world.” Then he wants to 
transmit that same general conviction to 
the public through advertising. Too often 
he feels that this can be done if he only 
shouts his own geperalization loud enough 
and long enough. He forgets the thousand 
specific things out of which his generaliza- 
tion grew, and is unable to see that the 
best way to transmit his conviction is to 
let the public reach the same conclusion 
from the same specific experiences. Insti- 
tutional advertising, in particular, suffers 
from this common human tendency. 


April 14. Somewhat related to the 
above is the desire of the inexperienced 
advertiser to “hit ’em in the eye,’ with 
layout, type and illustrations—particularly 
with big pictures of the package. We have 
all had the experience of finding ourselves 
trying to make a foreigner understand us 
by raising our voice. A lot of advertising 
shows evidence of the same instinctive 
delusion. The problem is not to “hit ’em 
in the eye,” but to hit ’em in the mind. 


April 15. Musing on the two preceding 
entries I thought how much misunder- 
standing there is about the whole subject 
of getting attention in advertising. It is 
often dealt with as though the problem 
were a purely physical or optical one— 
forcing the eye to light on the ad. The 
difficulty of doing this is greatly exagger- 
ated, even for small ads on a newspaper 


page. The real problem is to turn the flash 
of optical or auditory exposure which you 
buy into instant mental attention by what 
you say. Use optics to give the eye a 
chance to focus on your baited hook, yes. 
But worry and work over that bait. 


April 16. The hullabaloo made by the 
resigning writers of OWI’s domestic divi- 
sion does highlight the basic confusion in 
that organization’s policies. In the Presi- 
dent’s directive setting up this agency the 
word “propaganda” does not appear. It is 
technically an “information” agency, and 
a legalistic argument can be made that it 
has no charter for the conduct of propa- 
ganda—at least on the home front. But 
the fact is that the home front needs prop- 
aganda. Not in the sense of deceit, as its 
opponents use the word; but in the original 
sense, as used by the Church for the Prop- 
agation of thé Faith. Elmer Davis wavers 
between his rightful dislike of propaganda 
in the deceit sense, and his somewhat dim 
awareness of its need in the Faith sense. 


April 17. When I left town this morn- 
ing for the farm a warm, gentle rain was 
falling. Every townsperson I saw was be- 
moaning a wet weekend, but I could only 
feel the seeds in my garden beginning to 
stir, the thirsty fruit trees uncurling more 
roots, and the alfalfa fields sucking more 
nitrogen into the soil. 


April 18. (ON THE NATURE OF AD- 
VERTISING KNOWLEDGE) It was Owen 
D. Young, I believe, who spoke some years 
ago to a graduating class of his Alma Mater 
about the education of the intuition. Thus 
if we need any dignifying of this alleged 
feminine quality as important in business 
we have it. I have never run across any 
scientific attempt to analyze the intuitive 
process, but I suppose its foundation must 
be in close observation and attentive 
listening. We all know that the most re- 
vealing things about a man are often his 
little, unconscious actions. Probably we 
store up our observations of these in a 
series of intangible, unformulated impres- 
sions; put them together in our minds un- 
consciously; and then some day say we 
have a “hunch” that he is a so-and-so. 


BIF Prints OWI 
Report on U. S. 
Soldiers’ Sobriety 


New York, April 21.—The Brew- 
ing Industry Foundation last week 
deviated from its current advertis- 
ing series, “Morale is a lot of little 
things,” to reproduce an Office of 
War Information report on “The 
American Soldier and Sobriety.” 

Full pages were used as a one- 
time shot in the American Legion 
Magazine, Collier’s, Life, United 
States News and Woman's Home 


Companion, emphasizing that there | 


is no excessive drinking among 
troops and drinking does not con- 
stitute a serious problem. 


A Positive Factor 
“The sale of 3.2 beer in the post| 
exchanges in training camps is a 
positive factor in Army sobriety 
and no American Army in all his- | 


Nickel Company 
Opens Extensive 
Newspaper Drive 


New York, April 21.—The Inter- 
national Nickel Company has re- 


tory has been so orderly,” asserted | leased the first of a series of adver- 


the report. 

A footnote at the bottom of the 
advertisement pointed out the OWI 
report was an independent objective 
study carried out without the 
knowledge of the brewing industry, 
and publication of excerpts in no 
way implies endorsement of the 
product. 


ee 
— 


tisements urging that the United 
| Nations continue a policy of cooper- 


j}ation after the war. Newspapers, 
magazines, farm and _ business 
| papers will be used in a campaign 
| expected to continue throughout the 
| year. 

Initial full-page insertion shows 
ja Jeep in action at the front and 
| the same Jeep peacefully plowing 
)a field. The headline tells that 
|today the Army has a new mule 
which will be harnessed by the 
farmer in the postwar period. Copy 
explains that industry is helping 
win the war and industry must 
help build a peacetime world. 

Discussing the series, R. C. Stan- 
ley, president, said while it is still 
early for anyone to see clearly what 
such a program will include, the 
time has come for industry to 
encourage and_ stimulate public 
thinking about postwar planning. 

Marschalk & Pratt is the agency. 


Lennen Elected Chairm an 
of Four A’s Council 


P. W. Lennen, president of Len- 
nen & Mitchell, has been elected 
chairman of the board of governors 
of the New York Council, American 
Association of Advertising Agen- 
cies. Sherman K. Ellis, president of 
Sherman K. Ellis & Co., has been 
elected vice-chairman, and H. B. 
LeQuatte, president of H. B. Le- 
Quatte, Inc., secretary-treasurer. 

Irwin A. Vladimir, president of 
Irwin Vladimir & Co., and Otto 
Kleppner, partner of Kleppner 
Company, have been elected gov- 


ernors. 


Washington, D. C., April 21.—The 
Treasury last week announced a 
new plan whereby the “E”’ flags, 
emblem of production achievement, 
may soon be distributed on a wider 
basis. 

The Treasury’s procurement di- 
vision, directed by Clifton E. Mack, 
will nominate war plants to receive 
the coveted awards, and Army and 
Navy officials will consider making 
the awards to eligible contractors 
recommended by the division. 

Mr. Mack said the Treasury 
would examine “the cream” of some 
7,000 plants turning out the “un- 
dramatic” articles of war—such as 
hand tools, agricultural implements, 
miscellaneous articles and metals 
supplied to foreign nations under 
the lend-lease program. 

“The philosophy of the plan,” Mr. 
Mack declared, “is that thousands 
more manufacturing concerns of all 
sizes, whose splendid production 
records may heretofore have not 
been closely examined, will now 
gain a better opportunity to shoot 
for the country’s highest produc- 
tion achievement.” 

Under the plan, procurement di- 
vision field inspectors will initiate 
recommendations from “on-the- 
spot” observation of plants; these 


to the Army-Navy production stangq_ 


ards board, which holds fina) ap. N 
proval. Ma! 

The “E” awards have been . pan 
windfall for enterprising media, ang = 
although some critics have com. fas! 
plained of a monotonous sim lari, "a 
between one “E” award advertise. 
ment and another, proud winne,. by 
of “E” pennants generally take t, ‘y 
newspapers, Magazines and racic t, é 
reveal their acquisition of the coy. ner 
eted emblem. a ; 

sor 

Hagan Steps Up the 

James Hagan, for the past jx pe 
years in the commercial departmep; wil 
of Station WWNC, Asheville, N. ¢. wig 
has been named manager of loca) 
and regional sales of the station = 
John E. Thayer, WWNC commercia} a 
manager, has resigned to join the FF 
commercial department of Station 
WAPI, Birmingham, Ala. 

Mi 

Joins ‘Outdoor Life’ ve 

Walter D. Davidson has beer : 
appointed western advertising man- pe 
ager of Outdoor Life, with head- . 
quarters in Chicago. Mr. Davidsoy th 


succeeds Frank Hunton, who has 
resigned to join the advertising staf 
of Cosmopolitan. 


IT’S TIME 


SHOW YOUR 
PRODUCT IN 
this COMPLETE 
INDUSTRIAL 


CATALOG for 
SPANISH LATIN 
AMERICA, BRAZIL, 
MEXICO and the 
WEST INDIES 


| 


@ Reach 10,000 largest industrial buyers. 
@Two editions—Sponish and Portuguese. 
Identical information in both editions. Issued 
as @ unit. 

@ Delivery personally supervised by our own 
representatives in each area. 

@ Broad Industrial Coverage. Circulated 
free to specially compiled and cross-checked 
lists of officials, engineers, superintendents 
and purchasing executives of governmental 
departments, industrial plants, metal and 


wood working shops, steel mills, 10" 
ship yards, arsenals, aviation cor 
automotive plants, oil and mining co”? 
etc. —salesorganizations and technico™ 


@ Officially Endorsed. Endorsed © 

American government officicls, A” 
Brazilian Association, Incorporated, 0°" 
ing export trade organizations. Co-op" 
are Bureau of Foreign and Domes! 
merce and other agencies working “ 
American commercial relations 


INDUSTRIAL EXPO 


PORTUGUESE for BRAZIL... SPANISH for! 
in SOUTH and CENTRAL AMERICA, ME 


TWO EDITIO 
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Petri Wine Takes “Sherlock” midnight. J. Walter Thompson|of “Today at the Duncans” from 
} Kellogg and Soup ; , Company handles the account. ‘one to three broadcasts weekly on REWARD OFFERED _ 
. 4 _Petri a Company, 9 ere Philip Morris & Co. continues as| 41 stations of CBS, effective May 3. | 
Mix to Sponsor Hon. we ge p 4 we CK) sponsor of “Crime Doctor,” for the! The comedy serial will be heard ® MISSING! REWARD' 
‘ Ae ounes, io = to tae sae fourth year, effective May 2, for| Mondays, Wednesdays and Fridays LOST OR STRAYED!!! 
; ‘Sardis’ on Blue over a coast-to-coast hookup of the| philip Morris cigarets. The pro-|from 6:15 to 6:30 p. m., EWT. It| Nt 
1 Mutual network, effective April 30.! gram is aired Sundays from 8:30 to|is currently heard on Fridays only. | XY s 
New York, April 21. — Minute a, — A ang ae ee 8:55 p. m., EWT, with rebroadcast | Foote, Cone & Belding is the agency. Ton | 
> an @ ello om- : -m., , , ‘ is = 
aay ae ag I gam I oe ing. from Hollywood. Erwin, Wasey lh Bien one Ee eee 6 Berkeley Blades Expands | Semmes | g 
1 oast-to-coast broadcasts of “Break- 0. 1S the agency. Berkeley Blades, currently spon- ~ 
i fast at Sardi’s” over the Blue Net- Harvel Watch Takes MBS soring “The Better Half,” quiz | % d 
‘ work, effective May 3. Macmillan Sponsors News The Harvel Watch Company,|show, over WOR, New York, will RETURN ALL EMPTIES¢ 
y The dehydrated soup mix, made , .._ |New York, will sponsor John B.| expand to 13 stations of the Mutual) / The gon indury n swamped with serdar, ment mate ely 
: py the Alaska Pacific Coast Salmon | | Macmillan age gen Corpora- Hughes, news commentator, over 17| network, effective April 26. The T'Flnce of tnmans tr bet betes and coe. 
s Company, a subsidiary of Skinner | tion, Los Angeles, will sponsor H. V.| yiutual’'stations, effective June 6, for| program is heard Mondays from| BE CAREFUL-DON'T BREAK THEM! .¢ 
0 & Eddy Corporation, Seattle, is the; Kaltenborn’s news commentary|j,° Weeks The program will be| 8:30 to 9 p. m., EWT. Grey Adver- | ‘4 
0 first product of its kind to purchase Mondays, , Wednesdays and Fridays heard Sundays, 10 to 10:15 p. m.,|tising Agency, New York, handles | "a ttalr md vectan tb apenspre Fie need 
; a national hookup. over NBC's Pacific Coast net, start-| pwr, a. W. Lewin & Co., New| the account. % You will Be Helping--So Thanks! 
Both companies have been spon-|ing May 17. Six stations will carry York, is the agency. ou Wi lelping-- § 
ring the Pacific Coast edition of the network program at 4:45 p. m.,| , Norwich Increases Schedule bin o chet eed 
the show at different periods five| PWT, then will transcribe and re- Gillette Renews Boxing | Norwich Pharmacal Company, | | af tg San Palaver at ats 
times weekly. Kellogg’s, for “Pep,” broadcast it later in the evening.| Ginette Safety Razor Company | Norwich, N. Y., currently using one-| | +:mmyo «mem parcleiped 
. will sponsor the show nationally yg — Los Angeles, han-| has renewed its sponsorship of top| minute spots throughout the coun-| | Dnt ks Nan pee Hage 
t over 130 stations, from 11 to 11:15) Ges the Macmillan account. _ ‘flight boxing bout broadcasts and|try resorted to radio for the first| | anmmemme® Gapcmnmy “=Z6erh 
, a. m., EwrT, with Minute Man tak- Cigaret Companies Renew championship contests, staged by | time in New York City when it| | nrecmmys preter ewr me. 
r ing a rerd ae 15 yee Th ; ‘ bane | Promoter Mike Jacobs of the Twen-| began a five-minute program on| = 
over stations, Mondays throug ree cigaret companies have re- | tieth Century Sporting Club, New| WJZ, effective April 19. | Th ; 
: Fridays. newed their programs on the full) york, . . The program features singer |  eenee neteeee 00, Gree St 
z encies Collaborate CBS network. American Tobacco! The renewal, for one year, is|Grace Morgan and is heard Mon-| goes resorts to the “lost or strayed” 
» Ag Cc any. for Luck has ed - : ‘ a ges, Y 
; ompany, for Luckies, has renewed | effective June 1. All fights will be|days through Fridays 9:55 to 10) approach in an earnest plea for the re- 
Two agencies are involved in the| “Your Hit Parade,” effective May 1,| aired over more than 150 stations | P. m., EWT. Commercials, for| turn of “empties.” Several carloads of 
Minute Man account. Compton Ad-|heard Saturday nights from 9 to} of the Mutual network, with special| Pepto-Bismol, are in the form of| bottles and cases are being sought, and 
vertising, New York, acted for the|9:45 EWT, with a_rebroadcast at| overseas summaries recorded and| jingles. Lawrence C. Gumbinner copy hints thet probebly they'll be 
William S. Scull Company, Camden,| 12:00 midnight. Foote, Cone &| rejeased by the Office of War Infor-| Advertising Agency, New York,| "found on back porches or under them.” 
“ eastern distributor of soup mix,| Belding is the agency. mation to American troops. Maxon,| handles the account. 
‘ while J. William Sheets, Seattle, P. Lorillard Company, for Old|Ine handles the account. re as 
‘ represented Skinner & Eddy west of | Golds, will continue “Sammy Kaye , | General Mills Increases Net |§NBC 125-station plan __ beginning 
n the Mississippi. and Orchestra,” effective April 28, Sunkist Expands Schedule | Three daytime serials sponsored | May 21. The programs affected are: 
. Kenyon & Eckhardt, New York,|heard Wednesday nights from 8 to| California Fruit Growers Ex-|by General Mills, now heard on 33| “Light of the World, 1 to 1:15 
ft handles the Kellogg account. 8:30 EWT, with a rebroadcast at 12/change will increase its schedule|NBC stations, will go over to the|P. ™., CWT, for Cheerioats; “Lonely 
| Woman,” 1:15 to 1:30 p. m., for 
- | Gold Medal flour, and “The Guiding 
| Light,” 1:30 to 1:45 p. m., for 
| Wheaties. 


Starting April 20, Station KTSM, 
|El Paso, Tex., was added to the 
|NBC network for “Fibber McGee 
'and Molly,” making the 128th NBC 
station carrying the show sponsored 
\by S. C. Johnson & Son. 


Meyer Both Conducts 
Retail Ad Survey 


4 R T Ww ‘ é & g | Cc * Meyer Both Company, Chicago, 
is conducting a nationwide survey 

of retail advertising support in the 

2nd War Loan drive, at the request 


of the retail store section of the War 
, ; Savings Staff of the Treasury De- 
il partment. 

Advertising managers will be 
supplied with a form on which to 
|list pertinent data. Results of the 
survey will be turned over to the 
retail store section of the War Sav- 


ings Staff when completed. The 

e 'full scope of newspaper and retail 

ote store support of this and other gov- 

Lhe ernment-sponsored war efforts will 
| be reflected in this tabulation. 


; | Names Goldsmith Agency 
is | Royal Electric Company, Paw- 
' | tucket, R. I., manufacturer of fuses, 
‘ | wire and electrical equipment, has 


|appointed the Goldsmith Company, 

, | Providence, to handle advertising. 

a). Reach and influence the important industrial buyers in Latin Business papers and direct mail will 
y America through the Industrial Export Catalogs . . . which are | be used. 

presented with o co-ordinated program of sales service. 


For more than three yeors we have consistently and care- . 
fully studied the Latin American markets . . . worked closely * Wilkens Named V. P. 
with numerous consuls and commercial representatives . . . John A. Wilkens has been ap- 
maintained close contacts with our own and foreign govern- pointed vice-president and treasurer 
4,, ment officials. 'of the Sweeney Lithograph Com- 
f° As a result we have discovered o striking central fact, pany, Belleville, N. J. Mr. Wilkens 
“namely, Latin American buyers have been trained for many | was previously associated with the 
“i years to use complete, comprehensive catalogs. |Charles Francis Press of New York, 
The English and Germans, who have monopolized Latin | for 34 years. 


ae; American export business for more than thirty years use such 


catalogs as the basis of their promotion programs. Latin 
Americon buyers prefer to make their selections from one Rachael Reed Promoted 
comprehensive source . . . showing all types of industrial Rachael Reed has been appointed 
machinery, equipment and supplies . . . rather than to wade * director of consumer relations of 
through dozens of folders from different manufacturers. The The Borden Company, with head- 
complete catalog is a great time saver and reduces sales quarters in New York. Since 1940 
resistance. Miss Reed has been Borden’s mid- 
As a further aid to purchasing U. S. Products, Industrial west director of consumer relations 
Export Catalogs will be divided into sections according to in Chicago. 


type of product and each section will have introductory 
editorial pages. Ample cross indexing will be provided. The 
catalogs will have the following sections: (1) General indus- 
trial equipment. (2) Metal working machinery. (3) Machine 
tools. (4) Wood working and saw mill machinery. (5) Elec- 
trical tools. (6) Processing and chemical equipment. (7) Motors 
oy and engines. (8) Transportation and conveying equipment. 
Wet (9) Steel products and mill supplies. (10) Plastic equipment, etc 
Your products should be included! * 
Reserve your space NOW! Closing date June 1, 1943. 


CATALOGS | W%t%2 for full detaths 


iY Uo HITCHCOCK PUBLISHING COMPANY 


or@enish speaking Countries 542 SOUTH DEARBORN ST., CHICAGO, ILLINOIS 
Publishers of Industrial Papers for over 40 Years . 
Mig ond the WEST INDIES eS 
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Sonneborn Represents 
‘Hospital Management’ 


offices at 551 Fifth Ave., New York. | 
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Kenneth C. Crain, vice-president | 
and eastern manager of Hospital . 
Management, has announced the ap- | ti n er 
pointment of Herman Sonneborn as | ° 
eastern advertising manager, with | s 
OCS Feels Retailers 


Will Welcome Help 
By Midsummer 


Editorial offices of the magazine in | 
New York continue at 330 W. 42nd 
St. 


| ately took to the storm cellar, re- 


Starts Standard Agency By JOHN CRICHTON 


, , ith | “Concentration of industry is dor-| 
vues Caine Teendeadens, anh oe | mant. Concentration of distribution | 
10 years account executive and copy- | iS under discussion but the plan is 
writer with Ruthrauff & Ryan, has | !™ such an elementary stage that it 
organized Standard Advertising _is foolish to take it seriously.” That | 
Agency, with offices at 222 N. Wells is the opinion of Donald Longman, | 

? . ”~| chairman of the sub-committee on 

St., Chicago. distribution of the committee on| 
concentration, Office of Civilian | 
Supply, War Production Board. 
The sub-committee, a group of | 
about 12 persons representing inter- 
ested government agencies, is study- 
ing concentration of, distribution, 
| but is eager to avoid the furore. 
SHEE EWEIE| which led to the dissolution of its 
; predecessor group after several | 
Voice | months of work which apparently | 

got it nowhere. 
When a special sub-committee in | 
WPB’s Office of Civilian Supply was | 
named to study the problems in-| 
volved in retail concentration ih} 
November of last year, a storm of | 
protest developed throughout the) 
country. 


===" Tri-Cities 
Affiliate: Rock Island ARGUS 
MUTUAL NETWORK «1270 KC 
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Concentration of Distribution 20:0 eros 


| into the storm cellar that no public 


to be an interdepartmental commit- 
S c s | tee presumably composed of repre- 
sentatives of all wartime govern- 
s crutiny | ment agencies in any way con- 

| cerned. a 
As a result, the committee, which| Whether the original committee 
was appointed by Joseph L. Weiner, | ever developed a report of any kind 
then deputy director of OCS, and | on the feasibility or practicality of 
headed by Prof. D. J. Duncan of | retail concentration is unknown, 
Northwestern University, immedi-| and the extent to which its studies 
progressed is likewise a = 
fusing to answer any inquiries as| that is known is that literally noth- 
to a aoe beyond asserting cate-| ing has been heard of it, and that 
gorically that it was not engaged | Prof. Duncan, allegedly annoyed be- |, 
in developing a retail concentration | cause of his inability to discover 
plan, but instead was merely an ex- | exactly what the committee was 
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cording to the materials and 


involved, according to geog, ae 
location—which determines mich a 
the bidding for labor. 

In the main, little fellows w)\) be 


hit first. Their wages are | owe. 
their hours are often longer: the, 
have less capital to stabilize jh¢;. 
economic situation. Thus one o; the 
grimmer dramas of World Wa, 

will be enacted again, the liquig,. 
tion of the smaller business may 


Plan Limitation Study 


Low-wage trades will fee! the 
pinch first, along with trades where 
skills are highly convertible 4 
radio repair man, for example 
would be hard to hold in a locale 


ploratory body appointed to investi- | 
gate the problems involved and the | 
feasibility and advantages, if any | 


ee 


This is the fourth of a series of authoritative articles discussing 


of a retail concentration program.| ‘he distribution system as it has been affected by the war, and as 

Presumably also, the committee was| it is likely to emerge in the postwar period. In this article an 

to end its work with a report that) up-to-date discussion of the rather mysterious government study 
| = s fad 


concentration of distribution, and of concentration is presented 
particularly of retailing, either was | 


or was not practical or desirable. ADVERTISING AGE. In the next, a 
Work Kept Secret | pened to automobile dealers will 


At the time of the eunckatnent'| of population trends, wholesaling and retailing have already 


of the committee, Donald Nelson,| appeared. 


WPB head, reiterated his previous | 


by the Washington editor o/ 
detailed study of what has hap. 
be presented. Over-all pictures 


assertions that he did not believe supposed to do or how it was to do 
that any forced concentration of re- | it, has been spending more roe 
tail outlets would be necessary, but} ,,” 


. wap |more time on the Northwestern 
por = cations pena roe — | campus and less and less in his office 
and its oper s—o 


: in Washington, eventually giving u 
—caused much apprehension and ayers. 4 v8 g up 


; - ; - the connection. 
speculation in business circles for Emergence of the new committee 
many weeks. 


- ; _headed by Mr. Longman indicates 
So deep did the committee recede | that while the subject has lain dor- 


|mant for several months, certain 


ois 
we 


| groups in the government still see 
| a necessity for developing plans for 
possible future use in this field. 


Sees Early Change in Opinion 


While Mr. Longman warns that 
concentration of distribution is not 
to be taken seriously at this time, 


bd e ba e he feels that changes within the 
next four months may make the 
om subject of considerable importance. 


At that time, presumably, the com- 
mittee will have a concrete plan 
| worked out for concentration of dis- 
tribution, ready for the day when 
the WPB or its equivalent feels that 
it is necessary to put concentration 
into effect. 

Right now, despite the fact that 
inequities are beginning to show up 
in the distribution picture, violent 
opposition from the trade could be 
expected if any program of concen- 
tration vere announced. But Mr. 
Longma and .is committee are not 
so sure that retailers may not wel- 
come sc™* sort of concentration 
plan before many more months have 
rolled by. 

For, viewed from an over-all 
standpoint, the trend of retailing 
and other distribution facilities is 
down hill. Some trades have been 
hard hit, blasted at the very be- 
ginning of America’s participation 
in the war. Some are holding their 
|own, possibly through the acquisi- 
tion of other lines. Some are ac- 
tually gaining, a result of re-chan- 
neled dollars. 


August a Critical Month 


But by August the picture will 
have altered radically. At that time, 
Mr. Longman thinks, five factors 
will be felt heavily which heretofore 
have either gone unnoticed or have 
had such relatively slight effect that 
individual business has been able to 
cope with them satisfactorily. Then, 
as the committee visualizes it, the 
situation will look something like 
this: 

By August, goods will have tight- 
ened perceptibly. Stores which have 
continued to exist on backlogs of 
inventory or through discovery of 
pockets of near exhausted goods 


bulging with aircraft plants which 
need skilled men to install radio 
equipment in planes. 

The committee says it must and 
will study plans for limitation oj; 
entry. Also on its agenda are 
studies of pooled delivery, for limi- 
tation of freedom to shift lines. Fo; 
each of these aspects of concentra- 


NEVER MIND what it used to be. What 
is it today? “Pick-up” today means an 
air-wave-borne, world-girdling contact 
with history-in-the-making. A “pick- 
up” today is a news event about a news 
event. For example: 


REGULARLY, week after week, THE 
MARCH OF TIME puts its listeners right 
on the scene where significant world 
history is happening—right at the side 
of one of the top history-makers there. 
This is called a direct pick-up, often 
reaches to the far corners of the globe. 


FOR EXAMPLE: Via THE MARCH OF 
TIME your radio picks up Generals 
Chennault in Chungking—Clark in |on- 
don—Brereton in Cairo. Frequently «i- 
rect pick-ups are also made with 
Time’s foreign correspondents — wit! 
Chickering in Australia — Preston in 
Ankara—to mention only a coupl 


When it comes to delivering a newspaper message, | does it 


in Philadelphia. 


That newspaper is The Evening Bulletin. It has the circu- 
lation — over 600,000.* It has the concentration of coverage 
— 4 out of 5 homes in Philadelphia. It has the reader’s in- 


terest — is read an average of 53 minutes daily. And — 


More and more advertisers are pursuing this policy: A 


- 


thorough advertising job in The Bulletin is the primary requi- 


+ site to a thorough job in the important Philadelphia market. 


* Largest evening newspaper in America. 


In Philadelphia—nearly everybody reads The Bulletin 


will be forced to close. Manpower, | 
whose shortage now hits low-wage! s.r, . , ’ 
trades or alien where convertible | INCIDENTALLY, if you ve been 
skills were employed, will become| 1g THE MARCH OF TIME —“radio | gh- 
much tighter, will affect many} light” of the week, “a great national 
trades and services now able to! service” (so say its listeners)—why don't 
maintain a fairly stable level. 5 ee: : 

Repair parts, too, will become in-| Y°" tune in next Thursday and |eat 
creasingly precious. Without them,| what you've been missing? 
the outlets which have converted | 
their chief interest from sales of 
new articles to service of articles 
already sold will find the going diffi- 
cult, and all through the civilian 
economy the inequities of distribu- 
tion will be felt increasingly. When 
and if these conditions become 
serious, there will be demands from 
the trades themselves that new 
competitors be kept out. “The sup- 
ply of goods, or the manpower, or 
the repair parts, will barely support 
the outlets in it,” they will say. 
Thus, as the committee sees it, if 
and when concentration makes its 
bow, it will appear on the stage as 
a welcome guest, rather than as an 
uninvited interloper. 

The workings of the five factors 
will not be felt simultaneously; they 


THE MARCH OF TIME 
Sponsored by the editors of 


TIME 


beamed to 23,000,000 radios of 


THE NBC NETWORK 
THURS. 10:30 P. M., EWT 


Rebroadcast by short wave 
each week to Europe, Asia, 
Australia, and Latin America. 


will vary according to trades, ac- 
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tion, a reasonably good case can be 
made, the committee believes. 


New Units Still Opening 


As Walter Mitchell Jr. of Dun & 
Bradstreet reported in ADVERTISING 
AGE a fortnight ago, births of retail 
establishments have fallen consider- 
ably. But Office of Civilian Supply 
reports show that stores are still 
opening, and—surprising to laymen 
_many of the new outlets are deal- 
ing primarily in lines of restricted 

ods. 

"The worst of the situation, from 
a practical standpoint, is that the 
stores are not opening in markets 
which desperately need additional 
services. This is generally explained 
py the fact that the entrepreneur 
has too great an oppertunity to 
make money in some other line. 
Crowded, war-busy Norfolk, for ex- 
ample, is in need of additional 
services. New outlets there would 
be helpful, would ease the shopping 
joad, would aid in reducing absen- 
teeism. 

But the entrepreneur who surveys 
his chances in Norfolk faces the 
powerful temptation of a war job 
in the shipyards, a job which may 
be more lucrative than his own en- 
terprise. Further, in a war job he 
has none of the headaches which 
plague the individual merchant. 

Thus, the Office of Civilian Sup- 
ply deduces, many of the store: 
which are opened are opened in 
markets which already have ade- 
quate service, and the new openings 
represent a drain on the outlets al- 
ready operating in that area. 


Some Concentration in Operation 


If limitation of entry were im- 
posed, Mr. Longman points out, it 
would lead to a form of concentra- 
tion, since the business deaths in 
the field would not be replenished 
by the entry of new enterprises. It 
would amount to a sterilization un- 
til the war had passed. This method 
has the advantage of being easier, 
ie, no one is forced to do the dirty 
business of closing up outlets, but 
it has the disadvantage of being 
haphazard, since the length of an 
outlet’s life depends on the fortunes 
of war. 

Pooling of deliveries is, of course, 
actually in operation in specimen 
plans. Milk dealers in the upper 
New York milk shed have worked 
out several methods of transferring 
customers and laying out routes to 
avoid duplication. Although it has 
not yet announced officially, the 
Office of Defense Transportation has 
been studying a “share-the-truck” 
campaign for some time, and clear- 
ance of plans with the anti-trust 
division of the Department of Jus- 
tice may take considerable time. 

Admittedly, one of the aspects 
which most interests advocates of 
concentration of distribution is that 
of manpower. The retail trades are 
eyed hungrily by both the armed 
forces and war industries. Accord- 
ingly, a representative of the War 
Manpower Commission sits in with 
the sub-committee on distribution, 
along with representatives from the 
Office of Ptice Administration, the 
Office of Defense Transportation, 
petroleum Administrator for War, 
Food Administration, Department of 
Commerce and labor production and 
concentratiédn divisions of the War 
Production Board. 


Legislation Pending 


Legislatively, there is pending ; 
national service act, which would | 


Og 
COLLINS 
MILLER & | 
HUTCHINGS | 


INC. 


loto-engravers in Chicago 
‘)7 North Michigan Avenue 


FRANKLIN 
5854 


impel the selection of all the popu- 
lation for war production and essen- 
tial civilian services. As the matte1 
stands now, the best which the gov- 
ernment can show is the War Man- 
power Commission’s wavering 
“work or fight” order, backed by 
Selective Service. This, of course, 
affects only men of draft age, com- 
pletely omitting women and olde: 
men—two sources thoroughly 
tapped in England. 

It has been the fashion, since the 
advent of war, to watch England’s 
experience, since it has often been 
the trail blazer for our own experi- 
ments in dealing with the civilian 
economy. 


The English Story 


England has progressed far in the 
field of industrial concentration. 
The abrupt demands for men and 
material forced quick decisions, and 


industry was concentrated to con- 
form to a pattern of wartime effi- 
ciency. 

England has not, however, ven- 
tured to attempt concentration of 
the distributive trades. Here, again, 
reluctance was felt to deliver a 
death sentence to the struggling 
shopkeepers. The number of shops 
was being whittled—as Mr. Mitchell 
showed it was being reduced in this 
country—by lack of goods, by the 
inroads of manpower demands 
(about 50% of the workers in the 
retail trades were either taken into 
the armed forces or into defense 
industries by the National Service 
Act), and by bombing, which wiped 
out many a shop during the blitz 
period of 1940-41. 

According to the British Supply 
Council, a check in October, 1941, 
showed that 27% of prewar shops, 
non-food and food taken together, 


had closed down, and this figure is 


a year and a half old. 
Plan Insurance Payments 


For more than a year, England 
has had under consideration a “Con- 
centration Insurance Scheme,” 
which has yet to be adopted. The 
Board of Trade’s retail committee 
introduced tentative proposals in 
the House of Commons in July, 
1942. 

From their findings, the commit- 
tee determined that the principal 
reasons why retailers tried to con- 
tinue in business, despite the fact 
that they often could not make ends 
meet were: (1) contractual obliga- 
tions, usually a lease or mortgage; 
(2) a fear that they may not be able 
to reestablish after the war. 

Accordingly, the committee pro- 
posed that: 

(a) Retailers who go out of busi- 


ness for the duration should receive 
compensation based on a percentage 
of their former turnover from a 
fund levied on retailers still in 
operation. This compensation would 
meet contractual obligations. For 
small retailers, without serious ob- 
ligations, a “special benefit” would 
be offered for a period not to ex- 
ceed six months, and for a sum not 
more than £125, provided they were 
willing to withdraw. 

(b) Retailers who agreed to with- 
draw—with the exception of those 


YOUNG WOMAN 
ADVERTISING EXECUTIVE 


13 years with top agency. now assisting 
direction of major war paig ding 
May Ist. Experience includes creative. 
contact, production, organization and 
control of budgets. Immediately avail- 
able to manufacturer, agency or publi- 


cation. Box , Advertising Age. 
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A PROPER SETTING FOR YOUR SHOW 


EASTERN SALES OFFICE: 220 E. 42nd Street, New York, N. Y. 


PAUL H. RAYMER CO., Los Angeles, Cal.; Son Francisco, Cal. 


WGN 


provides mechanical perfection, production ability, cre- 


ative showmanship 


50,000 Watts G- 720 Kilocycles 
D 


MUTUAL 
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A Clear Channel Station att ) - 


all working facilities complete in 
every detail for the best production of the advertisers’ programs. 


But WGN is not content with technical excellence alone. 


As a valuable jewel is best exhibited to the public in a case 
designed to bring forth its brilliance, so WGN provides a show. 
case which adds lustre to your program. 


WGN's studios are known countrywide for their beauty of de- 
sign, luxuries of comfort, and ultra-modern broadcasting facilities. 
They form a fitting background for your show. 
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who received the special benefit in 
cash—could be given a guarantee 
of re-entry into their former trade, 
and even a conditional right to oc- 
cupy the same premises. 


Many Objections Raised 


On July 23, 1942, the proposals 
were discussed in the House of 
Commons. Objections came 
promptly, based on these grounds: 
that the levy would be a burden 
on the outlets left in operation; that 
the levy would go to the creditors 
of the retailer who closes down, 
principally as mortgages and rents; 
that the firms left in operation, 
without necessarily being the best 
outlets to handle retail trade, would 
reap a fortuitous advantage which 
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To reach the leaders ; 


. 

* —— of large and ; 
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LEADER IN 
* THE BUSINESS 


would inevitably persist after the 
war. (It should be noted that this 
retailer concentration plan con- 
cerned only the non-food trades, 
and the levy which the House of 
Commons refused to approve, would 
have been 1% of continuing turn- 
over in the beginning, and possibly 
less at later dates.) 

This concentration plan was 
turned down in favor of another 
plan, a plan to secure a proportion- 
ate distribution of available goods 
to all shops. 

Under the assured supplies plan, 
the retailer—who must not have 
had a turnover in 1939 exceeding 
$20,000—will be able to claim a 
fixed percentage from his suppliers. 
The percentage is based on his pur- 
chases for certain base years: 1939 
for clothing; December, 1940, to No- 
vember, 1941, for pottery; and June, 
1939, to May, 1940, for hollow ware. 
This plan is now in effect. 


Canada Freezes Business 


The British, however, have taken 
some steps to insure retailers of 
an equitable chance in the rapidly- 
changing economic picture. The es- 
tablishment of new lines by estab- 
lished retailers has been prohibited 
for nearly three years, and the Lia- 
bilities (Wartime Adjustment) Act 
of 1941 provides a mechanism by 
which a debtor suffering from war 
may get his position cleared at once, 
be discharged for the time being 


from existing liabities and still re- 


main free from the stigma of bank- 
ruptcy. 

Much closer to the experience of 
the United States is Canada, which 
has not been forced to compete with 
such extraordinary factors as air 
raids and supplies brought precari- 
ously in over-raided-swept routes. 

Canada last year adopted meas- 
ures limiting entry into the retail 
field, and prohibiting established re- 
tailers from adding new lines. 
American retail sources say that 
the Canadian measures have met 
with general approval. Department 
stores, for example, are said to fa- 
vor the line-adding rule, largely be- 
cause of their omnibus inventories. 

Canada’s pattern has always 
created much interest in the United 
States. Leon Henderson, in his days 
as price czar, watched Canada’s ex- 
perience with price ceilings, cost-of- 
living index and_ corresponding 
wage increases, and price formulas 
with greatest interest. So, today, 
does Mr. Longman watch Canada’s 
experiment in retail controls. 


Can’t Stand Long War 


It is a unique demonstration of 
individual adaptability to watch the 
speed and facility with which re- 
tailers have added lines of previ- 
ously unrelated products. Hardware 
stores have stocked furniture. Auto- 
mobile accessory chains have added 
garden tools and seed. Grocery 
stores, apprehensive of what point 
rationing will do to their sales, have 
added vitamin concentrates. 
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L. NAME is advertising. 
field is Detroit. Its most effective carrier 


is THE NEWS. 


If you are fortunate in having something 
to sell today, it is easy, through THE 
NEWS, to offer it to the largest and most 
responsive portion of Detroit’s teeming, 


thriving population. 


If you have “nothing to sell for the 
duration,” it is similarly easy—and com- 
paratively inexpensive—to keep the name 
and merit of your product memory-fresh 

. toward the day when the bars again 
are down, and Detroit's peacetime greatness 
promises to exceed anything you have ever 


before witnessed. 


There are more than two million people 
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Its most fertile 


in this compact area. 
factory workers here — with an estimated 


eep it a ive today 
uit it will bear 


| TOMORROW 


There are 550,000 


average weekly earning of $55.95. The per 


(backlog for 


And THE 


capita purchases of War Savings Bonds 


tomorrow’s buying era!) are 


larger than in any other city. 


NEWS, with an all-time-high 


circulation, is here to carry your messages 


direct to the Garcias, the Joneses, the 
O’Shaughnessys. 
NEWS, via its own highly organized system 
of 4000 carriers, reaches the door-steps 
of 63 out of every 100 Detroit homes taking 
any newspaper regularly. 


@ Largest A. B. C. recognized HOME 


For alone, THE 


DELIVERED circulation of all 


THe »OoOme a6ows? a. 8 


newspapers in America. 


The Detroit News 


YS: 461,793 WEEKDAYS: 381,97 


These measures have served to 
tide many businesses over the first 
part of the war scarcity; during a 
war of the duration of America’s 
part in World War I—19 months— 
these measures would probably 
have suffered to carry them into 
the postwar backwater, but World 
War II is destined to be consider- 
ably longer. 

The Senate small business com- 
mittee and the reports of the field 
offices of the Department of Com- 
merce both have emphasized the 
eagerness of retailers to withdraw 
from their trades. Here, as in Eng- 
land, contractual obligations have 
hindered that withdrawal. 

Walter Mitchell emphasized that 
a policy of “encourage exit; dis- 
courage entry” was wise and work- 
able for this period. It is the ex- 
pectation of the men in Washington, 
the sub-committee on distribution 
of the committee on concentration, 
that by the end of summer Mr. 
Mitchell’s advice will be enthusi- 
astically echoed by the merchants 
involved. 


Same Copy Boosts 
Sales of Best 
Seller—the Bible 


Cleveland, April 21.— Keying its 
copy to the use of the Bible in war- 
time, World Publishing Company is 
building increased demand for this 
best seller of all time with a maga- 
zine and Sunday newspaper adver- 


tisement it has kept unchanged 
since the spring of 1942. 

At that time World, a leading 
}commercial publisher of popular- 
price Bibles, came out with a more 
elaborate edition of the complete 
illustrated reference volume which 
| it calls the “‘World Master-Art Edi- 
|tion.”” Following up the initial pro- 
| motion, the company repeated es- 
sentially the same copy in the fall 
|of 1942 and again this spring. Each 
|insertion has brought an increased 
response over its predecessor, ac- 
cording to B. D. Zevin, vice-presi- 
|dent and general manager of the 
|}company. In all cases, full pages 
= used, with the most recent 


copy appearing in American Maga- 
zine, The American Weekly, Grit, 
Parade, Parents’ Magazine and This 
Week Magazine, as well as a list of 
Sunday newspaper magazine sec- 
| tions. Only variation in the copy is 
| a seasonal appeal to buy the volume 
|as a Christmas or Easter gift. 

The volume sells for $6.95—con- 
sidered high for a mail order book 
—and there is no follow-up. The 
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World Publishing Co., Cleveland, ha; 

used almost identical copy for the pas 

year to build sales of its popular-price 
Bible. 


— 


publisher depends solely upon 4 
coupon, a five - day examination 
period and a time-payment offer, 
Purchasers are required to pay 
$1.95, plus postage and insurance, 
after examining the edition, and 
then to pay the $5 balance at the 
rate of $1 a month. 

Lang, Fisher & Stashower, Inc. 
handles the account. 


Col. Hammond Elected 


Col. James Hammond, one-time 
treasurer of Lord & Taylor, New 
York department store, and later 
president of Gimbel Brothers, Pitts- 
burgh, has been elected president 
and treasurer of Cleveland Auto- 
matic Machine Company, Cleveland. 
He succeeds A. L. Patrick, who be- 
comes chairman of the board. G. V. 
Patrick, who has been vice-presi- 
dent in charge of sales, becomes 
executive vice-president. Col. Ham- 
mond has been, at various times 
publisher of the Detroit Times, 
Memphis Commercial Appeal and 
the Alabama Journal, Montgomery 


Appointed Sales Manager 

Warren S. Warner, assistant sales 
manager of National Biscuit Com- 
pany, New York, for the past seven 
years, and with the company for 
30 years, has been appointed sales 
manager. Urban A. Kreidler, for- 
mer sales manager, has been ap- 
pointed assistant to F. K. Montgom- 
ery, vice-president in charge of 
sales and advertising. 


WATT son. 


stop record 


completes Fy MAINTE 


In Birmingham, national advertisers buy more spot quarter- 
hours on WAPI than they do on the two other local stations 


combined. This record reaches back to January, 1938. 
During March, 1943, (the 63rd consecutive month) national 


spot quarter-hours in Birmingham were distributed like this: 


Ask Radio Sales why WAPI is this unfailing first 
choice of experienced advertisers. 


WAPI- BIRMINGHAM 


CBS NETWORK. Represented nationally by Radio Sales: New 
' York, Chicago, Los Angeles, St. Louis, San Francisco, Charlotte 
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Colgate Offers 
|. ]. Fox Furs 


as Contest Prizes 


Jersey City, N. J., April 21.—Col- 
gate - Palmolive - Peet Company, 
maker of Super Suds, is offering a 
total of 90 I. J. Fox fur coats, jack- 
ets, scarves, and fur-trimmed coats, 
as prizes for the winning lines in 
a Super Suds limerick contest. 

Promotion of the contest began 
April 11, with 1,000-line advertise- 
ments appearing in a list of 19 
newspapers in the metropolitan New 
York area, including spot announce- 
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ments on several local radio stations. 

Advertisements will appear con- 
tinuously up to the closing date of 
the contest on May 3. with copy 
staggered in various newspapers 
from day to day. 

The entire cost of the advertising 
is being borne by Colgate, in addi- 
tion to the cost of the prizes, with 
I. J. Fox granting permission for 
use of its name in connection with 
the contest. 

William Esty & Co., New York, is 
the agency. 


Standard Brands Buys 
Vinegar Maker 


Standard Brands, Inc., has pur- 
thased the equipment and _ sales 
ontracts of A. P. Callahan & Co., 
Chicago vinegar manufacturer, and 
will lease the property now occu- 
pied by the company. 

A. P. Callahan & Co., one of the 
maller vinegar producers, was 
established over 50 years ago, and 
since the death of its founder 25 
years ago has been operated under 
the direction of trustees. The death 
if the active trustee a year ago was 
given as the reason the business was 
ffered for sale. 


Assume New Assignments 
_C. W. Tarr, in charge of copy in 
Buchanan & Co.’s Los Angeles office 
lor the past several years, has been 
‘ppointed to a similar position in 
the agency’s San Francisco office, 
effective May 1. Ray Randall, man- 
iger of the San Francisco office, has 
cee appointed account executive 
on the western division of Tide 
Vater Associated Oil Company. 


Fiske Joins Agency 

Proctor M. Fiske, associated with 
‘gencies in Chicago and New York 
ior a number of years and educa- 
tional activities of the National 
Aca lemy of Art, has joined Behel 
‘nd Waldie and Briggs, Chicago 
‘gency, as account executive. 


——— 
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AN EXPERIENCED 
EXECUTIVE 
AVAILABLE “..”’ 


tial record of accomplishment, 
ength of employment and pos- 


sessing to a high degree the 
qualifications of loyalty, industry 
and sobriety. A teamworker, 
married, fine family, beyond 
draft age. Wide experience in 
personnel, sales management, 
financial and general corporate 
affairs, and also a fine record in 
worthwhile civic activities. Ad- 
dress Box 4061, Advertising Age, 
Chicago. 


Budweiser Drops 
Promotion Through 
Bowling Teams 


Chicago, April 22.—Abandonment 
of Budweiser bowling teams after 
this season, announced in St. Louis 
by Anheuser-Busch, Inc., this week, 
directed attention to the costliness 
of this form of promotion, which 
forces the advertiser into a field 
with as many ramifications as big 
league baseball. The plan is re- 
garded as highly effective, however, 
by branch managers of breweries. 

Anheuser-Busch sponsored _al- 
most 50 teams in this area and sev- 
eral hundred throughout the coun- 
try. It adopted the plan in 1933, 
in common with many other beer 


producers, when prohibition was 
repealed. The basis for the promo- 
tion was not only that bowlers, 
unlike other athletes, imbibe freely 
while at work toppling the pins, but 
that virtually all bowling alleys are 
now important outlets for beer, and 
tend to stock the brands which 
exhibit some interest in the sport. 
Several beer companies dropped 
the sponsorship of bowling teams a 
year ago, as the result of the war. 
The Budweiser action, however, 
came as a surprise, as one of its 
teams here “hit the jackpot” last 
winter, winning the championship 
of the American Bowling Congress. 


Competition Strong 


Most of the teams sponsored by 
Budweiser are of the “small fry” 


variety, but members get nominal 
remuneration, averaging about $15 


per bowler per night for league par- | has already been signed for next 


ticipation. 


No figures are available 
on the salaries drawn by some of 


year by a non-beer advertiser. 


the top notchers, but they are said| Dixje Changes Name 


to be substantial. 
drain on 


their competitors’ 


and brighter stars, it was 
ing losses. 


leading teams up and up. 


The Budweiser team which won 
the ABC title rolls in three leagues. 
Its appearances are the signal for a 
busy evening at the alleys fortunate 
An adoring 
gallery is certain to appear at the 
scene of the tournament to root for 
its favorite team and keep its col- 
lective throats moistened with Bud- 
One of the Budweiser stars 


enough to get them. 


weiser. 


In spite of this| 
the promotion budget, | 
advertisers were constantly raiding 
teams for new 
fre- 
quently complained by those suffer- 
This competition tended 
to drive the cost of maintaining 


Dixie-Vortex Company, Chicago, 
has announced the formal change 
of its company name to Dixie Cup 
Company, following a vote at the 
annual stockholders meeting. Pro- 
duction of Vortex cone cups, as well 
as other Dixie cup shapes and sizes, 
will be continued. 


MAILING SERVICE 
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THE LETTER SHOP, Inc. 


431 8S. Dearborn St., Chicago Wab, 8655 


“THIS IS THE YEAR WE 
WERE GOING TO 


INVITE 


PHILIP H. PARRISH, Chairman 
Old Oregon Trail Centennial Commission 


1943 was to have been Oregon’s BIG YEAR, histori- 
cally. This year marks the 100th anniversary of the 


YOU TO OREGON” 


uiyee 


first wagon through from the eager Py valley to the 


Columbia River, the final opening of t 


Oregon’s first century was one of discovery. Our 
second century, one of development, already is hasten- 
ing the westward march of industry. The proud people 
of Oregon had hoped to usher you about the Oregon 
playground, displaying our vast treasure chest of 
natural resources adiacent to nearly one-half of the 
nation’s hydro-electric potential. A great exposition 
had been planned, to show all that had been accom- 
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OREGON PEOPLE. 1,133,756 registered for ration book No. 2. This 
indicates a population increase of slightly over 4% since 1940. 
135,691 registered in five neighboring counties in Washington— 
a gain of 23%. Here is real business for those who serve our appe- 
tities. We have plenty of money to spend—the average balance 
in our check books is up from $100 in 1939 to $230 today! 


OREGON MINERALS. Vital materials for planes, ships and guns 
Today; vital materials for peace Tomorrow! Oregon's new aluminum 
industiy (above) grew to a giant in only three years. Now chromium 
is finding its future in the black sands of southern Oregon. Ad- 
vancing this development stage in our industrial history is the new 
federal electro-chemical research laboratory at Albany, Oregon. 
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It was only natural that the State of Oregon would select 


Mr. Parrish to lead their big centennial plans. His books on Oregon 


e Oregon Trail. 


to have been invited. 


OREGON DOLLARS. Though our centennial party is off, this 1943 
bank scene illustrates your standing invitation to do business with 
us. Oregon’s basic industries and its history-making shipyards 
in Portland, Astoria, Marshfield and Vancouver (Washington), are 
boosting family savings to new highs. 12.4% of our average monthly 
income is invested in War Bonds—the highest in the Nation. 


plished during the century by the bold people who 
followed this longest of all wagon roads known to 
human history. All of America—all the world—was 


But at 7:20 A. M., December 7, 1941, the Japanese 
struck Pearl Harbor and we in Oregon went back to 
making history rather than celebrating it. Oregon’s 
war contribution of men and materials is spectacular! 


of 


history are standard texts in our public schools. His fame as editor 
of The Oregonian’s respected editorial page goes far beyond the 
borders of this state. Such men, living close to their readers, keep 
The Oregonian a vigorous part of the daily life in this area. As 
the oldest business institution west of the Missouri, The @regonian 
has participated in 94 years of Oregon's prosperous first century. 
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The Great Newspaper of the West 


THE OREGONIAN 


PORTLAND, OREGON 
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| 
| One of the greatest fields for post- 
| war advancement is declared to be 
| distribution due to the fact that dis- 
tribution channels for many com- 
panies have been largely destroyed 
| by lack of goods to sell and the 
| transfer of men to other occupations 
| during the war. Furthermore, it is 
Postwar Changes |war and may _ withhold buying | believed that production costs are 
Will Be Evolutionary awaiting their appearance. It is|much nearer to rockbottom than 
Evolutionary rather than revolu-| pointed out that just as the auto-/| those of distribution. boas 3 
tionary changes in postwar products | T°tive. industry has declared the} Changes in geographical distribu- 
and services are expected by indus- immediate postwar car will be the | tion of the population and produc- 
trial management according to an 1942 model, so will it be with other | tion facilities of industry will be of 
analysis of postwar plans released | ™@jor items such as refrigerators, | far - reaching , importance. “One 
by the National Association of | as time will be required for the de- | manufacturer, the report said, 
Moentfecturers. Many enneetiocton. | velopment, testing, and tooling for! “pointed out that if relatively more 
ers fear that the public has been | "¢W models. families live in semi-rural areas 
oversold on revolutionary changes | The typical postwar planning | there will be relatively larger mar- 
in products immediately after the | Committee of industrial companies | kets for automobiles, garden tools, 
today is headed by a vice-president|lawn furniture and similar goods. 
as chairman, the NAM report re-| Clothing and food demands will be 
veals. The committee includes re- | different for the nation as a whole 
sponsible heads of research, engi-|if a larger proportion of the popu- 
BEG PARDON! neering, finance and sales depart-| lation will live in a warmer climate. 
Recently WOW claimed to be the first major | ments. The activity usually is ad “Families moving to new loca- 
station in the nation to buy the Chicago Daily | in after hours so as not to interfere} tions find many of their customary 
News Foreign Service. |in any way with war ssotuation. | brasil of goods not available, and 
declared to be first interest of all. they become better potential pros- 
The foreword of the report sug-| pects for other brands. Innumer- 
Our good friend Gene O'Fallon at KFEL, Den-| gests that peacetime planning must|able factors like these make the 
ver, purchased this fine service six months ago to a great extent await Congres-|market problems easier for some 
and has made great use of it in the Denver|sional action on national policies) companies and more difficult for 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


This was an error. 


area. which will determine such postwar! others. 
I'm sorry, Gone. factors as taxes, disposition of gov-| “Rural and small town workers 
(signed) _ernment-owned production facili- | who have not previously worked in 
ties, termination of government con-} factories are now employed in new 
John J. Gillin, Jr. a a a as me : te hei 1 oy 
fae, & Gest tas, tracts, rate of demobilization of | war plants in their own localities, 


Radio Station WOW, Inc. _armed forces, and tariff, securities | developing industrial skill, and they 
and labor legislation. are becoming familiar with higher 


U. S. GUNS ROAR 
FOR COPPER SCRAP! 


WILL THEY BE SILENCED 
LET THEM DOWN? 


4 cemeene san ponee thes Ws geing we be 


TO INDUSTRIES 
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AND FARMERS 


__ > 


WHEN YOU CAN'T FARM 


... SCRAP! 


USE EVERY SPARE MOMENT TO Garycp 
THE SCRAP YOUR COUNTRY NEEDS: 


URE you're busy Suse you're doug che bug 


rap thar) naming e% ay on your ‘arm—so caches to ° 
(6 0p and war « on me way wo mack the Anu -te he 
Lan Fall che Nevon tamed mm millions of coms you have arwund The sul yon 
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FARM PRESS SCRAP COMMITTEE Ss |. 


Temporarily shifting the emphasis to alleviate an acute copper scrap shortage. 

the Business Press Industrial Scrap Committee has sent out the ad at the left 

for publication use. WPB has asked industry to achieve a 62!/2% increase in the 

flow of copper, brass and bronze scrap in ‘43. Newest advertisement in the farm 

series, at right, stresses the fact that inclement weather is good weather for 
farm “scrapping.” 


standards of living than were pre- 
viously possible for them. They will 
constitute a potential decentralized 
postwar labor force for manufactur- 
ing. Furthermore electric power 
and transportation facilities will be 
more readily available outside old 


—— 


mand instantaneous cancellation o} 
war contracts, and that the boys in 
service will not allow themselves to 
be kept in service after the war, but 
will walk out if not let out. Mr. 
Benton also feels that the public 
would turn to fascism rather than 


A PROSPEROUS wiser: 
PORTION of the isi stSon 
1/,-Billion-Dollar- 
Market put together 


sy me POWER 


me PROGRAMS 


me POPULARITY 


MADE A GLAMOR-SPOT 
by its springs and baths, its 
are three types of racetracks, its resort atmos- 
phere, Saratoga sees its pop- 
ulation rise from less than 
14,000 in winter to 55,000 


toga Spa, , ¥ ri 
during “the Season.” 


NATIVE SARATOGIANS, though, point 
with pride to the city’s work-a-day side 
—industrial plants which turn out about 
$5,000,000 worth of products annually. 


In the Hudson Circle, where the cities are scattered 
and the conductivity only fair, it takes power to put 
together a 114-billion-dollar retail market. WGY— 
with the region’s highest power (50,000 watts) and the 
lowest frequency (810 kilocycles)—is the only station 


that can do it. 


Within a radius of 100 miles from Schenectady. there 


is only one outlet for NBC, the most popular network. 


flight local programs as “Speaking of Books,” the 
“Market Basket.” and the “Farm Paper of the Air,” 
give “GY 3% times as many listeners as the next 


nearest station. 


WGY°'s first listeners heard it over crystal sets 21 
years ago. Later they were the first listeners in the 
world to be served by a 50,000-watt station. Today 

GY is a regular listening habit in the 748.800 radio 


homes of the Lludson Cirele. 


*4 market which includes such cities as Schenectady, Troy. ilbany, Pittsfield, Utica, 


Binghamton. Burlington 


Elmira, Kingston, Watertown, Rome and Amsterdam. 


WGY-101B 


industrial centers after the war| experience another period of mass 
than they were before. In view of! unemployment. 

these and other factors, old and ob- * * & 

solete plants in congested areas may| “pjanning Now for Postwar Pro- 
not be replaced by plants on the! motion” will be the topic of one 
same sites. Thus relatively more | session of the annual meeting of the 
manufacturing will be done in de-| Hotel Sales Managers Association 
centralized areas. which is scheduled to meet in New 

* * & York, May 16-17. 


Two points often referred to as ; eS 
controlling factors for a smooth|. Retail credit selling in the period 
transition from wartime to peace-| immediately after the war will be 
time economy were hit last week by | 8iven consideration on the program 
William B. Benton, vice-president | of the Credit Management Division 
of the University of Chicago and|0f the National Retail Dry Goods 
vice-chairman, board of trustees of | Association, meeting in Columbus, 
\the Committee for Economic De-|0., May 16-19. 
| velopment. He told the Chicago} - * & 
| City Club that the people will not; A postwar market for two million 
permit production of armaments to| units per year in the immediate 
continue after the war but will de-| postwar period was predicted at a 
"= 


Growing. 
GREENSBORO 


No. 2 Ration Books issued in 
Greensboro and Guilford County 
total 157,722 through April 16, 
1943. 


and that is WGY. NBC’s great shows, plus such top- | 


Permanent camp personnel, hospi- 
tal workers and trainees, makes 
Greensboro’s population well over 
100,000 and Guilford County’s 
more than 200,000. 


In this territory nearly all families 
read the News and Record. 


GREENSBORO DAILY NEWS 


Morning and Sunday 


THE GREENSBORO RECORD 


Evening except Sunday 
GREENSBORO, N. C. 


Noee, Rothenburg & Jann, Inc. 
National Advertising 
Representatives 
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recent meeting of the Oil-Heat In- 
stitute of America. 
* * #* 

Financial Times, Montreal, re- 
ports that a number of leading Ca- 
ydian producers of metals and 
chemicals are actively planning 
-ales campaigns to widen their mar- 
ets after the war. 

* cg * 


The proper road to increased buy- 
ing power after the war, says 
George T. Trundle Jr., The Trundle 
Engineering Company, Cleveland, 
lies in giving the people more value 
per dollar. This method, he ex- 
plains, employs the proved cycle of 
rede ign of product for better qual- 
ty and manufacturing economies, 
“ales and merchandising to stimu- 
late mass markets, and lower prices 
to the consumer. Only when mass 
markets make possible an increase 
in manufacturing volume, he points 
out, do manufacturers buy capital 
goods. Railroads don’t buy loco- 
motives when traffic is falling off, | 
nor do manufacturers buy machine | 
tools when sales are dwindling, he 
reminds readers of “Trundle Talks.” 
* * * 


Part of the functions of the newly 
formed development division of 
Curtiss-Wright Corporation will be 
to anticipate the development of 
new products and new markets in 


¢ the postwar period. A factory in 
', New Jersey has been acquired to 


; accommodate research and develop- | 
t ment initiated by the new division. | 
7 a * * 
Cc Venezuela’s Institute of Immigra- | 
n tion and Colonization is studying | 
3 plans for attracting colonists after | 


the war to take up land and de- 


velop the country’s potential agri- | 


" cultural resources. With an area of 
e pret imately 350,000 square miles, | 
e the country has a population of 
r 3,500,000. A technical commission | 
y has been named to consider lands | 


which might be given to farmers | 
along with some equipment. 


« F) 26 Manufacturers 


* T) Radio Program 


; Providence, April 22.—Twenty-six 
"a ifacturers here have _ joined | 
te hands in sponsoring a series of 26 | 
k. weekly radio programs over Station | 
— WPRO, aimed at improving and 
nal 


coordinating industrial and public | 


relations, 
on 1 program, heard Sunday from 
3:30 p. m., EWT, will be wholly | 
le eed to one manufacturer. The| 


company’s history, its prewar ac-| 


tivities and present wartime pro- 


° [) Sponsor War Work 


Stop Nut Opens 
Campaign for 
Postwar Market 


New York, April 21.—The Elastic | 


Stop Nut Corporation of America, 
manufacturer of self-locking nuts, 
has opened a hard-hitting advertis- 
ing drive to familiarize industry 
and the public with the stop nut 
now being produced in great quan- 
tities for the war effort, and help 
build a peacetime consumer market. 
Full-page insertions are being used 
in national weekly and monthly 
magazines explaining principles of 
the device and some applications to 
be expected on postwar products. 
Approximately 42 industrial, 
engineering, aviation, automotive, 


marine business papers will carry 
page advertisements outlining spe-| 
cialized applications of the stop nut. | 

Arthur Kudner, Ine., is the 
agency. 


Joins Homasote Co. 


Charlotte Eaton has joined Homa- 
sote Company, New York, as home 
counselor. For the past nine years 
Miss Eaton has been associate editor 
of American Home. 


Miller Promotes Clark 


Verne Clark, fashion coordinator 
and promotion director of the 
wholesale division of I. Miller & 
Sons, New York, has assumed the 
additional duties of advertising di- 


rector and promotion manager. 


electrical, oil, steel, railway and 


Gray & Rogers Boosts Herb Leder to B& B 
‘Thompson; Adds Seeley Herb Leder has joined the radio 


department of Benton & Bowles 

John E. Cornwell, copy chief of rt Rica nf 
| Gray & Rogers, Philadelphia, since | Nw a i P space tty be = 
1931, has resigned to manage Aller-| © enithod 7 “sea . radio material 
ton Farm, on which he lives, near | Submitted to the agency. 
West Chester, Pa. T. Harry Thomp-| 
son has been appointed copy chief. Fisher to Weed & Co. 
Atherton Seeley, for the past eight! Lloyd Fisher has joined the New 


years with James G. Lamb Com-| york sales staff of Weed & Co., radio 
pany, has joined the agency. | station representative. 


Two Join Ted Bates EMPLOYEE 
Don Cope, for many years with} 


Benton & Bowles, New York, has L!RENTIFICATION BADGES 


joined the radio department of Ted) TRANSPARENT IDENTIFICATION 
Bates, Inc., New York. Orvil Davis, CARD CASES 
previously art director in the Chi- Write for Catalog 


cago office of Blackett- Sample- ST. LOUIS BUTTON COMPANY 
Hummert, has joined the agency’s | Manufacturers 


art department. 415 LUCAS AVE. ST. LOUIS, MO. 


Sketch by P. f. c. Sol Schreibman, staff artist of “Strictly G.I.” 


«...we don’t have to aaae volumes ’’! 


Ue 


duction will be revealed on each | 
alf-hour program. The title of the| 
new radio show, which will be} 
ievoid of any product promotion, | 
s “Rhode Island Goes to War.” 

The series is being handled by 
Joseph Maxfield Company, Provi- | 
dence agency, with Joseph M. | 
Finkle, president, in direct charge. | 
Research and writing is done by 
Walter Hackett. 


Elect William Palmer | 


William Palmer of East Lansing 
has been elected executive secretary 
e West Michigan Tourist and 
Resort Association, succeeding Hugh | 
Gr who died recently. Mr. 

is a former state senator | 
secretary of the Michigan | 
eum Association. His head- 

Ss will be at the home office 

tourist association in Grand 


Rangere to Hastings 


il Rangere has joined Hastings, 

store chain, San Francisco, | 
les and promotion manager. 
ll have charge of the sales | 
ms, advertising and display | 
Hastings stores. 


ewe ke keke kek 
ry x 
26 successful years «| 
inder the editorship * 
* 
of Merle Thorpe... " 
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FIELD... 


This ad was written . . 

a corporal .. . Joe Flanagan, He wrote it last January in 

Algeria. To him, it was a ‘letter of appeal to The American 

Legion’s National Adjutant. Lightly condensed . . . it 
speaks many thoughts .. . digs deep... 


. unknowingly . . . by 


Sir: 

We are in receipt of the September and October 1942 
issues of The American Legion Magazine, forwarded . . . 
by Legionnaire Fred Tierney .. . 

Legionnaire Tierney’s thoughtfulness is typical of Le- 
gionnaires throughout the nation. Before this month is 
out these two lone issues of your magazine will have been 
read by more than 100 men, including our Commanding 
Officer, Lt. Col. Botting (who is, incidentally, a Legion- 
naire)... 

Speaking for the John Doe-boys in North Africa . . . 
we're not complaining . . . But if you would bring our book 
famine* to... the proper people, the American Public, we 
will rest assured of a fruitful harvest . . . In recognition of 
your great part in the Victory Effort we are sending you a 
complimentary copy of our own Battalion Paper. Just one 
of our own self-created attempts to put reading matter in 
the hands of the boys... 


You Legionnaires have been through the same identical 


mill we're going through now. That's why we don’t have to 
speak volumes—like Father and Son, we understand one 
another... 

In passing, we should like to relate a story: Just prior 
to the zero hour of our landing in North Africa, General 
“Ike” Eisenhower issued his message to the troops. He 
closed with this remark, “And so, let us all bear in mind 
the inspiring motto of The American Legion—‘For God 
and Country’ and as one Legionnaire once said —"When 
you've said that, you've said everything’.” 

Four hours later, as we were going “over the top,” a 
sergeant turned to his men... “We've been reading his- 
tory for twenty years, now we're going to make some— 
Let’s go! For God and Country!” And soitis. That thought 
is daily uppermost in our minds. 


In closing, we congratulate you on your splendid publi- 
cation. We salute you and your magnificent organization. 


“For God and Country” 
Cpl. Joe Flanagan (Co-editor, “Strietly G. 1.) 
P. f. c. Sol Schreibman (Staff artist) 


Appreciation endures . . . the deed dies hard . . . today’s 
fighting man—tomorrow s Legionnaire. Tomorrow . . . he 
will remember The American Legion Magazine of today. 


THE AMERICAN LEGION Magazine 


ONE PARK AVENLE 


* NEW YORK CITY 


*Corporal Flanagan will get his books. Of the more than a million books already contributed by The 


{merican Legion in the Victory Book Campaign, quantities are being shipped to fighting men in theatres of war. 
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ADVERTISING AGE April 26, 1943 


Workers’ Pledge 
Features United 
Air Lines Copy 


Chicago, April 20.—A pledge of | 
all-out support from airline work- 
ers on the home front to their fel- 
low workers in the armed services 
provided a timely theme this week 
for six-column advertisements in 93 
newspapers of cities along the coast- 
to-coast system of United Air Lines. 

The copy, which also is to appear 
in full pages in leading business 
papers in the aeronautical field, is 
illustrated with pictures of repre- 


sentative airline personnel, from ex- | 
ecutives to passenger agents, pilots | 


and cargo handlers. [Illustrations 
are identical in all copy except that 
run in Cheyenne, Wyo., where 
United operates a large bomber 
modification center and where spe- 
cial pictures of these employes were 
used. 

Idea for the special copy origi- 
nated with W. A. _ Patterson, 
president of the airline, and was 
prepared by United’s advertising 
department headed by Robert E. 
Johnson, director of advertising and 
publicity, in cooperation with the 
agency, N. W. Ayer & Son. Ap- 
proximately 6,000 employes signed 
the pledge promising to do the best 
job possible; to fulfill responsibili- 
ties as a citizen in all honfe front 
duties; to help crush rumors; to 
avoid complaining, and to “accept 
my sacrifices here just as unselfishly 


a = ae 2 
] } » 
| 


| = 


World's Biggest 
Getting Personal _ Direct Mail Job 


Glen C. Morrow, who was for 20 years exec.sec’y. of the Rochester Starts in June 
Adclub, has been promoted from the rank of captain to major in the } 
Army. He’s stationed in Washington, D. C. . . C. V. Charters, mg. dir. RR egy mee D. C. April 23.7; 
of the Canadian Weekly Newspapers Assoc., is registering pride over re recs mai job eve 

+ 4s : : , pted will be handled joint\y ,,, 
| the award of the Distinguished Flying Medal to his son, Flt.Sgt. Robert the Office of Price Administ; by 

Burns Charters, overseas with the Royal Canadian Air Force. . . and the Post Office Department | 

Albert Greenfield, adv.mgr. of Raygram Corp., New York, has been | ginning in late June and .« 
notified that four photographs he made in Haiti of Henri Christophe’s | July 21. The job—the distrijy;\, 

Citadel will be hung in the Presi- of War Ration Book No. 3- 
| dent’s museum at Hyde Park... circuits the headaches of the 
| Jamison Handy, pres. of the Jam house registration which ha 
| Handy Organization, Detroit, re- 
| 
| 


..to our fellow workers 
on the shied Fronts 


AHOY! 


| tured the issuance of the tw: 
; - : vious ration books. 
ceived, in behalf of his outfit, an War Ration Book 3 provides ney 
Army-Navy “E” award which set stamps to replace those running oy; 
a record for “firsts”: first to a in existing books. It will likewise 
professional organization, first in provide, OPA Administrator Prep. 
the motion picture industry, and tiss Brown noted, a flock of rumors 
first to be made on other than a that goods are to be rationed. These 
volume or tonnage basis. . . rumors, he said, “have no founda. 
Maj. H. Fairchild Doty has veThe mailing piece will be a sim. 
been promoted to lieutenant col- ple, pre-addressed post card appli. 
onel at Fort Sheridan, Ill. Col. 
| Doty, exec. officer of the 112th 
| Coast Artillery, was associated 


cation blank, usable for a sing; 
person or an entire family. The, 
will be distributed in every mailbox 

with Small - Spencer - Brewer, 
A promise to do the best job possible on | newspaper rep., before entering 
the home front features this newspaper the service. . . James E. Wilson, 


by postmen between May 20 ang 

June 5. The head of the househol« 
copy run last week by United Air Lines. who was with Kelley, Nason 
, ’ 
New York, before joining the 


will make out the cards, and _ post 
them between June 1 and June 1 
OPA mail centers will begin senq- 
ing out the books late in June 


| 
as you are accepting your grediter | 


sacrifices out there.” 

To each of the 900 employes now 
in the armed services, United for- 
warded a letter from Mr. Patter- 
son, a small reproduction of the 
actual pledge and a reproduction of 


Army air forces about a year 
ago, has been promoted from 
captain to major... 

Joseph H. Biben, publisher of 
the Jewish Ledger, Rochester, has 
returned from a trip to the Brit- 


To get an idea of the size of the 
job, consider this: it involves more 
than 120,000,000 pieces of mail, and 
distribution of the application cards 
and the replacement books adds y; 
to the biggest single job ever han- 


dled by the Post Office. OPA mail 
centers, staffed by about 50,00( 
volunteer workers, will be estab- 
lished at 35 sites. 

Mr. Brown praised the adoption 
of the direct mail technique as “; 
great step forward,” and went o: 


the advertisement. Copies of the! ish Isles, where he served as 
pledge, in three different poster ' good will ambassador between 
sizes, signed by the workers, are be-| Rochester, N. Y., and Rochester, 
ing posted in offices, hangars and all! England... Aaron Jacoby, vice- 
shops, and also are being placed pres. of Station WLIB, has been 
aboard every United Mainliner. appointed chmn. of the Brooklyn 


salvage drive by the New York C. H. MeD -— ident d I A one i ae Bhagrene tires 
For ELEVEN YEARS we have ‘Elected to AFA City OCD. Erwin Steingut, © _,"~ MeDouge!. vice-president an | 


f : The number of volunteer worker: 
specialized in the production lt The < one i ae — | WLIB chmn., is back at his radio te en ger ag | ihng _ will be reduced from around 2,000,- 
of continuity strips and car- io ~ pe Wationtt | chores following three months of  stine & Osborn, takes a turn at the wheel 000 to 50,000, and a master list o! 
toon para | for leading ad- | Cash ‘Reaister Compan d Kir . duty as minority leader of the of "Doc" Geissinger’s Norwegian cutter os and addresses will be estab- 
: . y an ir N.Y. State Assembly... Pvt. Alli- “Landfall.” “Doc” is vice-president in lished for use with Book 4. 
vertisers and agencies— |cher, Lytle, Helton & Collett, Day- h § BBDO' hae haotien ol sqerennemanens 
'ton,' O.; Timken Roller Bearing | son F. Stanley Jr., son of Allison charge o s new Los Angeles office. - 
Johnstone & Cushing || Company, Canton, 0.; Charles Abel,, Stanley, v.p. in chg. of advg. of sa To ‘Wall St. Journal 
155 East 44 Street, New York City Inc., Cleveland; Al Paul Lefton | U. S. Playing Card Co., Cincinnati, has reported to Rutgers U. for George Grimes, director of public 
MUrray Hill 2-6236 Company, Philadelphia; and J. M.| training under the Army’s specialized program in advanced engineer- | services for Stations KOIL, Omaha, 
Hickerson, Inc., New York. ing. Young Stanley was a student at the University of Cincinnati | and KFAB and KFOR, Lincoln, has 
4 when inducted last December. . . resigned to become associate editor 
-s Emerson Foote, pres. of Foote, Cone & Belding, and A. D. Chiquoine, | of Wall Street Journal. Mr. Grimes 
v.p. of BBDO, are co-chairmen of the advertising division of the | W@S Managing editor of the Omaha 
Greater New York Fund’s sixth annual campaign. . . “Hi” Cassidy, v.p. | W0r!d-Herald prior to joining the 
of McCarty Company, Los Angeles, has been elected chmn. of the | ‘#40 stations. 
Southern California chapter of the Four A’s. . . a. Sees 

John A. Crone of Young & Rubicam was elected sec’y-treas. of the Haaga Named Editor 
New York alumni chapter of Sigma Delta Chi, natl. journalism frater- Charles J. Haaga has been ap- 
nity, at its annual Founder’s Day dinner. .. When Graham Patterson, | pointed editor of Beverage Retailer 
publisher of Farm Journal and Farmer’s Wife, offered to grant a | Weekly, New York, succeeding Jack 
month’s leave on full pay to any of his staff who would work on a | Glasser, who has resigned to join 
farm for that period, Ted Lord of the New York office jumped at the | Allied Liquor Industries. 
chance. A classified ad in a small town paper brought Ted a month’s ican acai 
job on a farm, and his wages are going to the Red Cross. . . ed Adds New Account 

Morrow Krum, former public relations director of Roche, Williams Tayl Fibre C —_— 
& Cunnyngham, Chicago, and prior to that, aviation editor of the Pm Pa mn f: eae a ; a. 
Chicago Tribune, has been promoted to colonel. Col. Krum, stationed | ; ‘ 4 penny ee ve 5 

: ’ ized fiber and phenol fiber, has 
in London, is pub- | appointed Gray & Rogers, Phila- 
lic relations officer | delphia, to handle advertising. 
for the European 
theater of opera- 
tions for the united 
States Army air 
forces. . . 

Ten Carstairs 
salesmen spend 
Mondays working 
for the OPA office 
in New York at 
various emergency 
tasks connected 
with the War Price 
and Rationing 
Board. Moe Speir, 
| =, assistant metropol- 
. and national advertisers know the Dell Detective Group is the staff of | Marking the completion of the best year of national spot or od phot ang - 

| sales in the station's 18 years, Frank Megaree, left, presi- charge of th 

dent of WGBI, Scranton, Pa., presents wallets to George ° 
Bolling, center, vice-president, and John Blair, president group, reports that 
of John Blair & Co., the station's representative. The the men have been 
other men of the Blair organization and the fair members highly praised for 
busy wage-earners in the market taking over 73% of the national income.| of the stat, who didn't get into the picture, received their efficient, 

wallets and sampeem, tenant practical assist- 
- a... 

Edgar Kobak, head of the Blue Net, does fe in grand style. 
Every now and then he invites a different department out for dinner, 
en masse. .. Murray B. Grabhorn, national spot sales mgr. of the Blue, 
became a grandfather when his daughter Mary gave birth to a boy, 
Robert Murray. Papa is Ist Lt. Robert J. Stewart of the armored 
division at Camp Young... 
re People over at BBDO, New York, make regular donation trips to the 


Red Cross Blood Donor Center on Fifth Ave. Frank Stolz is the group 
3 DELL DETECTIVE GROU P. 


a STRIPS FOR 
ACTION! 


| 
| 
| 
} 


DURING THE CIVIL WAR. 
16,000 LOAVES A DAY 
WERE BAKED IN a 
BASEMENT OF THE 
CAPITOL TO FEED 


CELEBRATE BEST YEAR 


life of their advertising campaigns. 1,000,000 copies are bought monthly by | 


FIRST in advertising linage 
FIRST in circulation 
FIRST in the fact detective field 


leader who drums up business for pints of plasma. . . After being 
bed-ridden for a while at the North Country Community Hospital at 
Glen Cove, L. I., nursing a strained heart muscle, T. Cronyn, one of 
| BBDO’s (N. Y.) top copy men, is at home resting easily. . . 
Asked the question, “Would you take vitamin tablets if given free?” 


POWER PLANT 
_ ENGINEERING 


Sells 1,000,000 Working Men | 


ee 9149 Madison Ave., New York, N. Y. a | nine out of 10 CBS people said “Yes.” So Frank White, v.p. and ABC © ABP j 
a treasurer will soon eliminate “that tired feeling” with free vitamins, 
 teside Detective - Headline Detective - Front Page Detective | ata &ee. .. 


ee = ee A 
Suir — ~~. = 
“4 | A PLEDGE | % 
5 | 2 P o | L 
eS | ey g 7 
~d ‘> A es ; 
3 th 
AY) fel 
: > ~_— ve 
. p = = thi 
. SSctinss Sooo: let 
Gaim = === roms >" sti 
IM ho - 
a : y This te our pledge z yeu oe | th: 
Z ' an 
F 4 ae —_— “ sti 
Fw - 
-_ ae” > Ur 
i al S ad 
; anatk m 
—— HY amend al 
a ff ae ae re 
; ; a =. 3) 
H 
| P 
P 
al 
N 
fo 
TT is 
; 4 —S— “ p! 
— ~——s LT : 
“4 . < . ' | Vv 
4 = “y nee — , | pt 
es, Rae 3 
- a ” . Cl 
— (iiininepineaeasimnaanmenmmmmeenaematnassemmmmninegisinameneiniaanes oe : | pe 
aseeieiiia 3 rts | R 
2 yo 7 f = : 
" n 
WA | \ ae Al Ras ; 
— . : 
—=_ 
y 
v 
t' 
F 
I 
| ] 
v 
= ] 
- 
q 
ap 
P : 
Yi, 
; 
By 
ae 
aa 
ee 
+ . sal : vs . a, is a aa wy: Sra + 3: é £ wos P, : es ‘ pet ng 


April 26, 1943 


ADVERTISING AGE 


War Stamp Chain 
Letters Assailed 

Chicago, April 21.—“Buy Stamps 
and Bonds Continually; But Let’s 
not Do It Criminally.” ; 

With that slogan as a warning, 
the Chicago Better Business Bureau 
felt impelled this week to use ad- 
yertisements in dailies here asking 
the public to say “no” to all chain 
letter appeals, including those given 
a patriotic appeal by seeking tc 
stimulate the sale of war bonds and 
stamps. ; : : 

“While nothing is more important | 
than the purchase of war stamps | 
and bonds, their attempted sale by | 
chain letters is outlawed by federal 
statute and constitutes a criminal 
offense against the laws of the | 
United States,” the bureau said. It} 
added that the Post Office Depart- 
ment, Treasury, and other federal 
authorities have made this clear ir 
repeated public warnings. 


Hooper Expands Pacific 
Program Ratings Report 

A new and expanded “Pacific” 
Program Ratings Report has been 
announced by C. E. Hooper, Inc., 


New York. A rating based on the 
four Pacific Hooper checking cities 


prety : 
added significance because of his 


Brave New World | 
Will Have Some 


Unemployed 


Livingston Sees 
2 Million as Lowest 
Figure in 194? Scene 


Washington, D. C., April 20.— 
Unemployment is likely to continue | 
to be a problem after the war, | 
unless postwar output of goods is! 
much higher than in any prewar 
year, S. Morris Livingston, head of 
the national economics unit of the 
Department of Commerce, declares 
in an article in the April Survey of 
Current Business. 

The author, whose views enjoy 


close connection with the work 
being done by the Committee for 
Economic Development, estimates 
that in 1946 (assuming that the war 
is over by then) the capacity of 
available manpower will be 15 to 
20% greater than in 1940, and that 


is reported for each period not occu- 
pied by a sponsored network pro- 
gram, permitting subscribers to 


view “open and available” network | hour output have been spiraling 


periods. 

A new index page has been 
created showing ‘“‘Available Audi- 
ence,” “Sets-in-Use,” “Average 
Rating,” and “Total Sponsored 
Hours Reported,” by individual 
menths 


Joins ‘Yachting’ 

Earle L. Townsend has joined the 
advertising staff of Yachting, New 
York. He previously held positions 
with Spur, Sportsman, Golf Illus- 
trated and Promenade. 


Moves to New Quarters 


Continental Industrial Engineers, 
Inc., Chicago, has moved to new and 
larger offices at 176 W. Adams St. 
The telephone number is Sta. 0855. 


BALTIMORE'S BLUE 
_ NETWORK 


ee 


* . Me — 
H. Roeder, Gen. Manager 


SPOT SALES, INC. 


York - Chicago - San Francisco 


its output will be 40 to 50% greater 
than the actual output of 1940. 
The total labor force and man- 


upward in recent years, leading Dr. 
Livingston to declare that “the na- 
|tion’s output after the war must 
|substantially exceed the 1940 level 
‘if unemployment is to be _ held 
| within reasonable bounds.” 


Estimates Four Million Increase 


From a 1940 labor force of 55.5 
million, allowing for trends toward 
|longer schooling and earlier retire- 
j}ment, 1946 will draw a labor force 
| of 59.4 million. Of this labor force, 
|at least two million will be unem- 
| ployed. 

Full employment is not a practi- 
|}cal goal, he says, because as long 
jas people are allowed to shift jobs 
there will be unemployment, and 
there needs to be some unemploy- 
|ment to provide flexibility of the 
labor force in a dynamic economy. 

“Total unemployment, from those 
and other causes, had been reduced 
to one million in March, 1943,” Dr. 
Livingston writes. “This was ac- 
complished only by an extreme 
demand and at the expense of an 
inflationary trend. In other words, 
it is better than we can hope for 
during a peacetime year.” 

Although the war admittedly has 
introduced great technological im- 
provements, the author feels that 
the full effect of these improve- 
ments will not be felt for several 
years after the war, because of war- 
introduced factors making for re- 
duced productivity. 


Reconversion Completed 


In making these estimates, the 
government official expects that this | 
year—1946—will have seen the end 
of the birth pangs of reconversion. 
His estimates on the armed forces 
and on women in industry are in- 
teresting: 1.9 million in armed 
forces (although more may be 
needed for the world-policing job 
which we shall be sharing) and one 
million women in industry. 

The one million women holding 
down jobs represent a permanent 
figure. From census data, Dr. Liv- 
ingston deduces that other women 
who were lured into war jobs by| 
patriotism or a need for income will 
be back home, tending to their fam- 
ily responsibilities. 


Gordon Tnthill Heads 
N. Y. Industrials 


Gordon Tuthill, advertising man- 
ager of the Crucible Steel Com- 
pany of America, was elected presi- 
dent of the Industrial Advertising 
Association of New York, at its an- 
nual election at the Hotel Sheraton, 
New York. 

Rufus Choate, vice-president of 
Donahue & Coe, was elected first 
vice-president; Bernard Dolan, ad- 
vertising manager, Peter A. Frasse 
& Co., second vice-president; and 
Alfred Street, assistant publicity 
manager of Jenkins Brothers, sec- 
retary-treasurer. 


Crane Joins FCB 


Robert P. Crane, who retired sev- | 
eral years ago after a long associa- | 
| tion with Lord & Thomas on the| 
| Sunkist account, has joined the Los | 
|Angeles staff of Foote, Cone & | 
| Belding. 


“THANKS, FRIENDS! e: 
You started something interesting. 
Now, may | finish it?” 


Here are the facts about “ADVERTISING 
OBSERVATION” in Boston newspapers. 


Newspnaner Al 4aid: "1. M. Clark, Inc... . made 


independent studies of 19 of the country’s greatest newspapers. . 
The chart above (showing Newspaper A leadership) depicts i 
the average observation per 100 lines of advertising . . .” | 


Newspaper B said: “Look at our ‘Reader Traffic’. 
It's the best yet . . . our ‘Observation Per 100 Lines of Ad- 


vertising’ tops anything the Clark Studies have found .. .” 


The Gacts: Of all newspapers studied by L. M. Clark, 
Inc., the Boston RECORD is first in Advertising Observation 
by a wide margin. 


TOTAL ADVERTISING OBSERVATION 


% RECORD 
Pi [__} woMEN 
L 10 [7] MEN NEWSPAPER NEWSPAPER 
A re 
| & 
+ 6 AVERAGE OF i aketittttttttCi | 
27 NEWSPAPERS 
+ 4 
a ies | Fee 8 poesoeen 7 


The BOSTON 
RECORD-AMERICAN 


Dinst in Circulation 


at Lowest Cost Per Reader 


Represented Nationally by RODNEY E. BOONE ORGANIZATION 
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April 26, 1943 


No Editorial or 
Circulation Cuts, 
McGraw-Hill Says 


Other Steps Taken 
to Save Publisher's 
Paper Supplies 


New York, April 20.—Despite the 
necessity to conserve paper supplies 
by all practical means possible, 
McGraw-Hill Publishing Company 
has steadfastly refused to cut edi- 
torial content or circulation of its 
publications, James H. McGraw Jr., 
chairman of the board and presi- 
dent, advised stockholders recently 
in the annual report. 

The publisher has taken that 
stand, Mr. McGraw said, in line 
with the view that “the technical 


Typewrite Copy to FIT. 
without bother of counting words! 


Handy chart simplifies copy fitting. Merely set 
typewriter as indicated on chart and 8&-pt., 
10-pt. and 12-pt. copy goes line-for-line as 
you type it. Your copy blocks will FIT! Espe- 
cially fine for newspaper work. Money back if 
not pleased. Place one by every typewriter 
Per chart $1.00. Gordon Smith Advertising 
Service, Liberty Building, Yakima, Wash. 


|}and news content of our publica- 


tions must be maintained in line, 1942, $2,043,939; for 1941, $1,365,377. 


with the needs of the war effort.” 
| Realizing that there is “an ever 
| present possibility of further cur- 
| tailment” of paper usage, following 


sizes of publications, restricted com- 

| plimentary copies, 
| steps to put its paper mill into pro- 
| duction on a lighter weight paper 
for its publications. 


Diamond T Motor—Net profit for 


Fairchild Engine & Airplane—Net 
earnings for 1942, $626,744; for 1941, 
$541,079. 

Lockheed Aircraft—Net earnings 


| the 10% cut imposed last January,|for 1942, $8,163,721; for 1941, $7,- 
| the company has since reduced trim | 416,537. 


Park & Tilford—Net profit for 


and has taken | 1942, $893,870; for 1941, $733,634. 


Libby, McNeill & Libby—For the 
fiscal year ended Feb. 27, 1943, net 
income $3,270,029; for the same 


“Despite these measures, certain | period in the preceding year, $3,- 


| of our publications that have re- | 375,286. 


ceived an_ increased 


advertising 


ceptance of new or increased sched- 
ules,” the president declared. 
Although gross income last year 
totaled $19,285,159, a 27.8% 
over 1941, net income after 


compared with $1,116,396 
preceding year. 


in the 


American Safety Razor — Net 
earnings for 1942, $867,546; for 1941, 
$666,051. 

Bohn Aluminum & Brass—Net 
earnings for 1942, $2,389,662; for 
1941, $1,932,431. 

Borg-Warner Corp.—Net earnings 
for 1942, $7,215,599; for 1941, $7,- 
475,049. 

Chesebrough Mfg. Co.—Net in- 
come for 1942, $834,114; for 1944, 
$752,044. 

Crown Cork & Seal—Net profit for 
1942, $1,458,564; for 1941, $2,929,861. 


| 


Pennsylvania - Central Airlines — 


volume as compared with 1942 have | Net income for 1942, $408,055; for | 
found it necessary to limit the ac- | 1941, $127,284. 


Perfect Circle Co.—Net income 
for 1942, $473,684; for 1941, $465,636. 


: Stone & Webster—Net income for | 

£ain | 1942, $2,478,029; for 1941, $1,824,066. 
taxes | 
and charges amounted to $1,018,074, | 


Tide Water Associated Oil—Net 
earnings for 1942, $10,663,930; for 
1941, $15,564,093. 

U. S. Radiator—For the fiscal year 
ended Jan. 1, 1943, net income, 
$151,757; for the like period in the 
preceding year, $154,014. 

Chicago & Eastern Illinois RR— 
Net income for 1942, $2,035,369; for 
1941, $218,965. 

Allegheny Ludlum Steel — Net 
earnings for quarter ended March 
31, 1943, $1,419,240; for like quarter 
of 1942, $915,664. 

American Brake Shoe—Net earn- 
ings for quarter ended March 31, 
1943, $580,992; for like quarter of 
1942, $600,205. 

American Gas & Electric—Net 


Play These Tot 43 


ER 


Ce ae eee 


Want to win 
“Jack Pot” in the pros- 


perous Mi 
play your third ace .- - 


GAPPER’S WEEKLY 


a sales 


dwest? Then 


The paper with the hu- 
man _ interest editorial 
content. The * six rich 
Midwestern states - 
Capper's Weekly terr'- 
showed more than 


tory 
22% of the national 
farm income in 1942. 
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CATIONS. 


TOPERA .... . RANSAS | 


* lowa 
Nebraska 
Kansas 
Missouri 
Oklahoma 

and 
Colorado 


| MARCH SALES OF CHAIN STORES 


March———— —— 


— a 


ist 3 Months—— 


194% 1942 or Loss 1943 1942 - 

Food Chains ” 
og err $ 4,217,399 $ 3,910,884 +7.8 $ 12,780,846 $ 11,786. 600 
*+Kroger Groc. & 

Bak. Co k 34,819,708 27,374,357 7.0 98,912,570 80,081,122 
+National Tea 7,898,838 7,286,834 + 8.4 21,522,930 21,226,661 ‘ 
tSafeway 45,343,592 45,239,768 + 0.2 133,874,239 135,524,476 

Group Total $ 92,279,537 $ 83,811,843 +10.1 $ 267,090,585 $ 248,618.87 ‘ 

Mail Order 
tSears, Roebuck ...$ 66,339,995 $ 76,038,022 12.8 $ 124,196,922 $ 137,708,985 

| Spiegel .. 3,992,013 4,602,138 13.3 8,363,774 10,672,555 
tMontgomery Ward 52,192,472 55,856,457 6.6 93,635,959 93,825.25 

Group Total ..$122,524,480 $136,496,617 10.2 $ 226,196,655 $ 242,206.89 ¢ 

Drug Chains . 
*Crown > 833,453 $ 756,892 10.1 $ 5,166,608 § 4,608, 15¢ 1 

| Walgreen 8,981,370 7,527,326 + 19.3 26,215,870 22,265,691 i 
Group Total $ 9,814,823 $ §,.284,21 18.5 $ 1,382,473 § 6,873,847 6.8 
Variety and Miscellaneous 

| Butler Bros 10,305,379 $ 10,253,878 0.5 $ 27,738,789 $ 27,027,087 ‘ 

| $Colonial Stores 8.631, 396 G,883,198 426.4 22,127,550 17,292,043 ; 
Consolidated Retail 

i MS esas 1,661,387 1,417,489 +17.2 5,060,427 492,024 14.9 

| Fishman, M. H 445,172 369,196 + 20.6 1,175,924 1,011,592 169 

|Grant, W. T 11,955,704 10,470,513 14.2 31,784,870 27,869,790 41 

tGreen, H L 4,821,049 4,298,426 2.2 9,096,794 7,813,453 16.4 

Kresge, 8S. § 15,028,361 14,065,256 + 6.9 42,112,020 39,295,185 79 
| Kress, S. H 9,633,524 8,502,970 13.3 26,446,486 22,979,310 15.1 
tLerner 5,895,561 4,911,025 20.0 11,508,267 8,167,662 184 
McCrory ee sd 5,162,643 4,372,509 418.1 14,156,685 11,930,621 18.7 
tMcLellan Stores 2,624,189 1,981,237 27.4 779,019 3,668,370 20 9 
|Murphy, G. Cc. 6,051,132 5,090,629 418.9 17,129,551 14,363,470 19° 
Neisner Bros 2,547,427 2,075,177 +22.7 6,958,437 5,621,019 22 § 

| Newberry, J. J 6,385,439 4,972,659 428.4 17,351,845 13,873,012 51 

| Penney, J. C 35,516,976 32,348,437 + 9.8 98,134,625 88,362,173 111 

| Western Auto. ‘ 3,070,000 5,576,000 44.9 9,387,000 14,943,000 37 9 

Woolworth, F. W 32,901,369 30,265,999 8.7 93,505,512 86,077,207 R 6 
[Interstate Stores, 

Inc. , Tre 3,205,867 2,943,149 8.9 6,162,629 4,926,518 
Rose's 5, 10 & 25c¢ 

Stores , > 710,135 568,473 +24.9 2,019,582 1,614,076 425.1 
eee, Ga Goes es 1,313,885 1,306,580 +0.5 3,564,737 3,385,982 +5.3 

Group Total ....$167,766,595 $152,672,800 


Combined Total. .$392,385,435 $381,266.47 
*Four weeks and twelve weeks. 
| 


*Six me 
tTwo month period. 


+9.9 $ 450,000,749 $ 403,713,594 


9 " 
2 


+2.9 $ 974,670,462 $ 921,413,203 


mth period. 


&Five weeks and thirteen weeks 


earnings for the 12 months ended 
Feb. 28, 1943, $11,071,754; for the 
like period of 1942, $13,645,452. 

Amer. Tel. & Tel.—Net earnings 
for quarter ended March 31, 1943, 
$42,344,538; for like quarter of 1942, 
$43,707,993. 

Atlantic Refining—Net earnings 
for quarter ended March 31, 1943, 


1942, $1,237,000. 

Bayuk Cigars—Net earnings for 
quarter ended March 31, 1943, 
$325,083; for like quarter of 1942, 
$280,340. 

Budd Wheel—Net earnings for 
quarter ended March 31, 1943, 
$434,715; for like quarter of 1942, 
$311,665. 

Caterpillar Tractor—Net earnings 
for quarter ended March 31, 1943, 
$1,375,222; for like quarter of 1942, 
$1,127,002. 

Chicago & Southern Air Lines— 
Net earnings for six months ended 
Dec. 31, 1942, $190,593. The fiscal 
year has been changed to end Dec. 
31, rather than June 30. Net in- 
come for six months ended June 
30, 1942, $87,126. 

Container Corp.—Net profit for 
quarter ended March 31, 1943, $468,- 
313; for like quarter of 1942, $705,- 
714. 

Continental Baking—Net profit 
for 13 weeks ended March 27, 1943, 
$758,439; for comparable period of 
$1942, $712,140. 

Cream of Wheat — Net earnings 
for quarter ended March 31, 1943, 
$229,936; for like quarter of 1942, 
$252,375. 

Dow Chemical—Net profit for 
nine months ended Feb. 28, 1943, 
$7,351,633; for comparable period 
of 1942, $6,322,592. 

Dunhill International—Net earn- 
ings for 1942, $80,081; for 1941, 
$124,798. 

E. G. Budd Mfg.—Net earnings 
for quarter ended March 31, 1943, 
$689,488; for like quarter of 1942, 
$619,120. 

Fruehauf Trailer—Net profit for 
1942, $1,653,498; for 1941, $2,019,- 
936. 

Gannett Company—Net earnings 
for 1942, $1,011,209; for 1941, $1,- 
190,798. 

General Cigar—Net profit for 
quarter ended March 31, 1943, 
$274,849; for like quarter of 1942, 
$237,015. 

Hiram Walker-Gooderham — Net 
profit for quarter ended Feb. 28, 
1943, $2,260,946; for like quarter of 
1942, $1,647,350. 

M. A. Hanna Co.—Net earnings 
for quarter ended March 31, 1943, 
$854,056; for like quarter of 1942, 
$804,859. 

Mathieson Alkali Work s—Net 
profit for quarter ended March 31, 
1943, $339,164; for like quarter of 
1942, $344,861. 

Mead Corporation—Net profit for 
| 12 weeks ended March 20, 1943, 
| $251,173; for the comparable period 
of 1942, $486,053. 
| National Biscuit—Net earnings for 
|quarter ended March 31, 1943, 
| $2,632,186; for like quarter of 1942, 
$2,431,289. 

United Cigar-Whelan—Net earn- 
ings for quarter ended March 31, 


1942, $101,995. 
New Idea, Inc.—Net profit for 
1942, $689,814; for 1941, $789,041. 


| 1943, $166,778; for like quarter of 


$1,334,000; for the like quarter of|/ 


Post-War Planning 
in the 
Chain Store Field 


HAT will the chain store 

business be like after the 
war? What merchandising, per- 
sonnel and other factors will in- 
fluence the size and type of 
stores? How much will the 
chains spend on modernizing 
and re-locating existing units? 


Editor Godfrey M. Lebhar goes 
into the subject exhaustively in 
an analysis, “The Chain Store 
of the Future”—to be published 
in June. 


This feature will not only have 
great immediate interest, but! 
will be used by chain store ©*- 
ecutives for post-war reference. 


Make sure you are represenied 
with a tie-in advertisement. 


CHAIN STOR: 
GE: 


6 Specialized Editions 
PAID CIRCULATION 


188 MADISON AVE., NEW YOF - 
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At the promotion managers’ meeting in New York last week, Merrill Lord, Phila- 
delphia Record, and H. Lyman Armes, Boston Post, shake hands, while A. R. 
Prince and Harry T. Gray of the Hartford Times look on. 


BOSTON AND PHILADELPHIA SHAKE HANDS | 


| 
| 


Dailies’ Promotion 
Men Map Plans for 
Expanding Effort 


To Step Up Part 
in War Programs; 


Reelect Cram 
(Other pictures on Page 47) 


New York, April 21.—The Na-| 
tional Newspaper Promotion Asso- | 
ciation, now numbering among its) 
membership 107 newspaper promo- 
tion managers, will play a more 
active part in war effort work of the 
Allied Newspaper Council during 
the coming year, Ramon S. Cram, 
Columbus Dispatch, who was re-| 
elected president of the association | 
today, pledged the membership at 
the association’s 14th annual con-| 

here this week. 

implying that while newspaper | 
promotion departments have been 

fe in turning out the material 
used in war effort drives, they have 
been somewhat in the background 
as far as planning is concerned, Mr. 
Cram said. He said the association 
would do its utmost to assume more 
tive leadership in these activities. 

In addition to Mr. Cram, other 
officers reelected were Russell L. 
Simmons, Cleveland Press, vice- 
president, and W. Murray Metten, 
Wilmington News-Journal, treas-| 
urer. Dan Bowmar Jr., Herald- 
Leader, Lexington, Ky., was elected 
secretary, succeeding Belden Mor- 
gan, Hartford Courant. 

New directors elected were Raoul 
Blumberg, Washington Post; Ivan 
Veit, New York Times; and Jacques 
A. Caldwell, Times-Herald, Port 
Huron, Mich. Continuing as direc- | 
tors are William S. Eager, Montreal | 
Star, and John Marston, Des Moines | 
Register and Tribune. 

Clinics Are Held 


The three days of convention dis- | 
cussions were divided roughly into | 
ec.torial, circulation and advertising | 
Promotion discussions, with clinics 
on each subject. John H. Hoag-'! 
land, Louisville Courier - Journal 
and Times, led the editorial promo- 
t clinic, following a talk on edi- 

al promotion by Basil L. Walt- 
ers, executive editor, Minneapolis 
Star-Journal and Tribune. The 
Classified clinic was led by Jacob) 
“ibert, Detroit News, following a} 
ciscussion by C. M. S. Carroll, New | 
York Times, who urged continued 
notion of currently weak classi- 
ions, since development of 


—— 


| classified linage is a long-pull op-| 
| eration. 

The clinic on advertising pro- | 
motion was led by Merrill Lora, 
Philadelphia Record, following a| 
luncheon talk by Schuyler Hopper, | 
Associate@ Business Papers, who, 
urged the newspapers to realize | 
that trade paper advertising must 
| be factual and helpful to readers. 
| “Business papers are read for infor- 


mation, not for fun,” he said, “and 


helpful, prospect-viewpoint copy is | 


essential.” 
Mr. Marston led the circulation 
promotion clinic, following a talk 


by James F. Jae, St. Louis Globe- 


Democrat, who warned that readers 
must be kept sold on the paper even 
though additional circulation is not 
wanted at present, and suggested 
that perhaps circulation promotion 
now might profitably be channeled 
into educational lines. 


Shows Presentation 


Ray H. McKinney, president, 
American Association of Newspaper 
Representatives, unveiled a new 
presentation which the new busi- 
ness committees of his organization 
are now using, entitled “What Do 
People Think Today?” a detailed 
analysis of the importance of news- 
papers in the American way of life 
and in the maintenance of a free 
enterprise system. The _ presenta- 
tion showed that newspaper circu- 
lation is at an all-time peak, and 
that in addition, reports from the 
Continuing Study of Newspaper 
Readership show that reading of 


/news and advertising is also up. 


Mr. McKinney emphasized that 
the story of newspapers’ importance 
is being told by the new business 
committee of his association on an 
over-all basis which sells news- 
papers rather than a newspaper, 
and which points up the vital place 
which newspapers hold in_ the 
American system. 

Captain Leland P. Lovette, chief 
of the bureau of public relations, 
U. S. Navy, and Stanley Johnston, 
Chicago Tribune corresponadent, 
were the principal speakers at the 
association’s banquet. Irvin Taub- 
kin, New York Times, acted as 
toastmaster. 


| Hutzler Adds Account 


Automatic Music Company, Day- 
ton, O., has appointed Hutzler Ad- 
vertising Agency of the same city 
for promotion of its musical systems 
for war plants. 


ANA Takes New Quarters 


The Association of National Ad- 
vertisers has moved to larger quar- 
ters on the 25th floor of 285 Madi- 
son Ave., New York. 


7 


prove it? 


pue yoog [peUs poyuEm 


For 5c to $1 


Do 5c to $1.00 Variety Store Managers prefer large or ™” 
—small size trade papers and what figures are there to 


——PA1AMSUL O1AM BIZ Sak 
‘sanb UO pasvg ‘suedud apusy azis [jews sajaad Aayy 


.00 Variety Store Market Facts Write 


\pisth \ SYNDICATE STORE MERCHANDISER_/ 
ee . 


79 Madison Avenue, New York, N. Y. 


\ CHICAGO * LOS ANGELES * ATLANTA 
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The 10EA BOOK' 


THAT WAS PROSAEKED By sERuIce / 


ADVERTISING AGE 


° vertisers Association, regional con- 
Coming ference, Hotel Biltmore, New York. 
| May 10-12. Lithographers Na- 

tional Association, Edgewater Beach 


. 
Hotel, Chi . 
Conventions ‘May 18-19. Inland Daily Press 


EE Association, spring meeting, Hotel 
April 26-29. National Association | Sherman, Chicago. 

of Broadcasters, radio war confer- May 24-26. Associated Business 

ence, Palmer House, Chicago. Papers, Skytop Lodge, Skytop, Pa. 
April 29-30. American Market- 


conference, New York. | ference, Hotel Pennsylvania, New 
May 4. International Affiliation | York. 

of Sales and Advertising Clubs, re- June 22-23. Pacific Advertising 

gional war conference, Pittsburgh. Association, wa.time emergency 
May 5. Insurance Advertising| conference, Fairmount Hotel, San 

Conference, spring meeting, Waldorf | Francisco. 

Astoria, New York. 
May 7. National Industrial Ad- tion of America, wartime confer- 


June 7-9. Newspaper Advertising | 
ing Association, special wartime! Executives Association, annual con- | 


June 28-30. Advertising Federa- | 


ence, Waldorf Astoria Hotel, New 
| York. 


To United Buyers Corp. 


| United Buyers’ Corporation, Chi- 
‘cago, has appointed Harold A. 
Sweeney director of merchandising 
and sales promotion. 


PARENTS’ MAGAZINE FAMILIES 


By A724 


MORE aaron sooxs rer ramiy in 
MORE THAN 2/3 MILLION 
HOMES WITH CHILDREN 


} 


| 


1,000 


First issue—just out 


A NEW magazine — Wanten' 


WAR PLANT WORKER 


Dedicated to over 
000 War Workers 
in the Mid-West 


ON ALL NEWSSTANDS IN THE CHICAGO AREA 


Read by EXECUTIVES, 
DEPARTMENT HEADS and 
PURCHASING AGENTS as 
well as the Plant Workers. 


WRITE TODAY— 


for sample copy-rates- 
circulation statement. 


Browne & Fleming—Cam-Cox Co.—Rochelle’s, Ine. 


—Mercoid Corporation—-Webster Mfg. Co.—Drake Mfg. 


Some of the Articles in th 


FEATURE ARTICLES—News of the 
Wait! By Dr. John Lapp, Economist 


oO W-—Unit 


“Dear Bill” 
This is also a W 


Victory—The Four V’s—FICTION 
a Pixie —EDITORIALS— Introduction 
Rickenbacker—DEPART MENTS 
War Worker 


Chicagoans Are: 
Hollywood's Part in the War Effort 


TO CATCH THE NEXT ISSUE 


American 


Science Institute—Where Girls from War Plants Play, By Margo Benz 
Ginger on the Alert 
‘oman’s War 
Plant News 
Sports. 


Some of the Advertisers in the first issue— 


This first issue carries a total of 41 advertisers. Here is a partial list of some of the 
well known firms who are using space in this first issue. Capper & Capper—Ross 


School 


Co.—Parisian Novelty Co. 


Technical 


e first issue — 


ne-U. S. Army—War Can't 


Food Facts for War Workers, By Household 


Design for 
Serenade to 
Right Back of 


Charm House— Miss 


ACT TODAY 


Write now for full information. This 


purpose has attracted unusual attention from advertise 


find out why. Find out how you can use it beginning with the next issue. 


new magazine with a real 


rs and advertising agencies 


608 So. Dearborn St. 


WAR PLANT WORKER MAGAZINE 
Chicago, Illinois 
Phone Wabash 2335-6-7-8 
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ADVERTISING AGE 


Burma-Shave Turns 
to Air Waves with 
Familiar Jingles 


(Continued from Page 1) 

have been displayed on all main 
highways of the country, and they 
have been maintained by the com- 
pany’s own crews, traveling in 
trucks. The signs have been changed 
every two years and the new crop 
of jingles introduced with each 
touring season has become part of 
the nation’s conversation. 

While the highway sign activity 
is being continued, the company is 
offsetting reduced long - distance 
travel with radio advertising, and at 
the same time is extending distribu- 
tion and consumption to metropoli- 
tan areas in which Burma-Shave 
has been less popular than in small- 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING. 


LONG LIFE 
wARTKE 


S1GHM CO, LIMA, OHIO 
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town markets. 


in the new show. 
Commercials Singled 


When Burma opens the program 


next Monday—the program is 


five-minute spot running six days 
a week—she will remind listeners 
of familiar road-side “poetry” like 


this: 
Broken romance 
Stated fully 
She went wild 
When he 
Went wooly 
Burma-shave. 

Or this: 

There's no whisper 
It won't soften 
Shave ‘em close 
And not 
So often 
Burma-shave. 


The stations which will carry 
Burma and the news broadcasts, 
supplemented with minute spots on 
in other cities, are 
WCAE, Pittsburgh; KYW, Philadel- 
phia; KTRH, Houston; WGST, At- 
lanta; WFBR, Baltimore; KLZ, Den- 
WEEI, 
Boston; KOL, Seattle, and WHIO, 


four stations 


ver; WIRE, Indianapolis; 


Dayton. 


The new program idea was devel- 
oped by Dave Stotter, copy chief of 
the 
Chicago agency which handles the 
on which 
Mr. 


MacFarland, Aveyard & Co., 


Burma-Shave account, 
O. A. Feldon is contact man. 


| 


The spot broadcast-|Stotter was formerly a Lord & 
ing campaign is being heavily mer- 
chandised to the trade as a means 
of cashing in on the popularity of 
Burma-Shave jingles as exploited 


Thomas luminary. 

With both Barbasol, the leader in 
the brushless shaving cream field, 
and Molle, which is battling with 
Burma-Shave to hold second place 
in this rapidly expanding classifi- 
cation, on the air with network 
shows, it will be interesting to 
a|watch the results of the current 
Burma campaign, especially in the 
big city markets at which it is defi- 
nitely slanting its radio effort. 


William Day Becomes 
FC&B Vice-President 


William L. Day 
has resigned from 
Benton & Bowles, 
New York, where 
he has been vice- 
president, a di- 
rector and head 
of the creative 
staff, to join 
Foote, Cone & 
Belding, New 
York, as vice- 
president and a 
member of the 
board on May l. 

For more than 
10 years, prior to 
his association with Benton & 
Bowles, Mr. Day was vice-president, 
a director and creative head of the 
New York office of J. Walter 
Thompson Company. 


William L. Day 


Test it 
with Holland’s 


IN BLACK 


i. 3 tr pean! 
t TI 


AND WHITE...IN COLOR 


shortcake and turret-lathes 


THAT’S TODAY'S NEW soutn 


Thousands of new plants roaring with the sound of forges, 
presses and turret lathes, myriads of skilled hands turning 
the great natural resources of the South into billions of 
dollars of new wealth, millions of better homes with more 
money in the family pocket than ever before 
day’s new South! The turret lathes of industry are now F 
putting more shortcake on the tables of millions of South- 
ern homes than ever before—and it’s there to stay. The 
Southland lives at home and loves its homes and that’s 
where its new found wealth will be spent. 


is where Holland's comes in—for Holland’s alone reaches 


deep into the heart of more than one-half million South- ° 
ern homes. Read from city to city and from village to > 
village by the South’s own best families, Holland’s is the ' 
magazine that sells the South! For food, for drugs, for 

clothes, for cars, for tools, for furniture, for refrigerators, q 


Hollands 


that’s to- 


for every kind of accessory and necessity for the home 
and family, today’s South is a new market, a richer 
market, a market with a future—and now is the time to 
test it with Holland’s Magazine! 


And right there 


In Today's New South 48% More Readers Read Your : 
Ad in Holland's Than in Leading National Magazines* 


@ Holland's Magazine is devoted to Southern homes and 
more than one-half million Southern families are 
devoted to Holland's. 

72% of Holland's readers own their own homes. 

78% of Holland’s readers live in single family dwellings. 

88% of Holland’s families have children. 

78% of the entire family in the new South read Hol- 
land's. (4.2 readers per copy.) 


.--.@nd Here's Why! 


*In proportion to circulation, according 
to L. M. Clark Reader Interent Survey. 


F 


TEST TODAY'S NEW SOUTH NOW, WITH 


The Magazine of the New South 


52 VANDERBILT AVENUE, NEW YORK 


75 EAST WACKER DORIVE, 
West Coost Representotives SIMPSON-RPEILLY, LTO 


CHICAGO 
, RUSS BUILDING, SAN FRANCISCO 


+ DALLAS 
TEXAS 


205 GLOBE-DEMOCRAT BUILDING, ST. 


tours 


GARFIELD BUILDING, LOS ANGELES 


'V-Meal Stowaway 
Kit’ Given Test 
in Chicago Area 


Chicago, April 22.—Response to a 
228-line advertisement announcing 
a “V-Meal Stowaway” kit for gas- 
oven dehydration of foods in the 
home will determine possible ex- 
pansion of the test to other markets 
by its producer, T. Barry Hodge, 
Chicago packaging engineer. 

The kit contains 2 wooden frames 
to hold the food in the oven and 24 


HANDY HOME KIT |. 
Provides What You Need = ~—~*" 
—Tells How To Do it! 
EASIER THAN CANNING... 
CHEAPER THAN CANNING -- 
No Glass Jors or Rubber 

Rings Needed 

Torget feed rationh 
You con provide your 
plenty of tule ond 
thanks 


Nothing Whe this Kit anywhere. It's « 
met 


ORDER TODAY FOR 


IMMEDIATE DELIVERY 
Simply Mail This 


Coupon Now! 


“V-Meal Stowaway” units which are 
moisture-proof, vapor-proof bags 
and protective containers for storing 
of home-prepared food. The test 
copy which appeared in the western 
metropolitan section of the Sunday 
Chicago Tribune, with an estimated 


186,000 circulation, advised wo), a 
to “forget food rationing worrjc.” 
and provide their families ,,,, 


plenty of fruits and vegetable: mb 
winter by dehydrating their vj, tory 


garden or purchased fresh foog: 
The containers also may be useq j;, 
the home deep-freezer, the adver. 
tisement pointed out. A coupon in. 
vites readers to send in $2 cash o, 
money order for the kit, delivereg 
postpaid. 

Dealers have already showpy 
plenty of enthusiasm over the war. 
time product, according to the com. 
pany, and several in the westery 
suburbs — including a Sears, Roe. 
buck & Co. retail store—wil] mer. 
chandise the kits. Hodge also j, 
supplying cartons to Montgomery 
Ward & Co. 

A four-page folder prepared for 
Hodge describes the method used jp 
home dehydration and quotes ex. 
cerpts from “Wartime Ideas fo, 
Homemakers,” recently published by 
Public Service Company of North- 
ern Illinois, Chicago utility. This 
company calls attention to the mer. 
its of home food dehydration jy 
envelope stuffers which went out 
with April bills, inviting readers to 
call at offices for complete informa- 
tion. 

Fred H. Ebersold, 
agency for Hodge. 


Popular Publications 
Seeks Injunction 


Protesting a ban which dropped 
three of its publications from second 
class mailing privileges, Popular 
Publications, Inc., New York, has 
filed suit in federal district court, 
Washington, D. C., for a mandatory 
injunction against Postmaster Gen- 
eral Frank Walker. The magazines 
were denied second class privileges 
in March, on the charge that the 
material in some of the issues had 
been objectionable. 

The magazines, Argosy, Flynn’s 
Detective Fiction and_ All-Story 
Love Magazine, were purchased last 
year from Frank A. Munsey Com- 
pany by Popular Publications. 


Blue Adds WTOL 


Station WTOL, Toledo, will be- 
come a member of the basic Blue 
Network, effective May 1. 


Inc., is the 


Atlanta, distribution center, head- 
quarters city of the Southeast, is 
one of the great natural markets 
of the nation. Above the average 
better 
Focal point of an area in 
which half the armies of the na- 
tion have trained; center of Fed- 
eral ‘white-collar’ activities in the 
South. daily circulation 
largest in Dixie; Sunday distribu- 
tion neor a quarter-million. The 
Journal Covers Dixie Like the Dew. 


in normal years; in’ war 


years. 


Journal 


National Representative: 


SELLING THE SOUTH—STARTS HERF: 


The Atlanta Journal 


THE JOURNAL COVERS DIXIE LIKE THE DEW 


CIRCULATION © 
186,663 Daily 


Sawyer-Ferguson-Walker 
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Philip Morris and 
Chelsea Stir New 
Cigaret Flames 


(Continued from Page 1) 
of reprints here referred to” with 
copies. 

“Many thousands of America’s 
physicians already possess this series 
of reprints,” the copy said. “They 
are the reports of distinguished 
medical men—covering not one, but 
many researches both clinical and 
laboratory. They are now and 
always available to any physician 
on request. 

“This is authoritative, strictly 
scientific reference material on the 
leading brands of cigarets smoked 
by the American public.” 

For the public, the copy went on, 
these findings prove that four other 
leading cigarets averaged more than 
three times as irritant. Further- 
more, when smokers changed to 
Philip Morris, every case of nose 
or throat irritation due to smoking, 
either cleared up completely or defi- 
nitely improved. 

The theme, of course, is un- 
changed from that which Philip 
Morris has used for many years, but 
the copy addressed to doctors, with 
the public looking over their shoul- 
ders, is a new wrinkle. 


Chelsea Tells Service Story 


In the case of Chelsea, the manu- 
facturer took his text from a story 
in the April 12 issue of Time headed 
“Cigaret Mystery,” which reported 
that Chelsea was the best selling 
cigaret among American troops in 
London, and that, mysteriously, it 
was difficult to get any of the lead- 
ing American brands. 

Chelsea declared that “service is 
the simple explanation of the mys- 
tery,” the result of a deliberate’ 
course of doing its utmost to see 
that the armed forces got their 
cigarets. Actually, Chelsea’s repre- 
sentation overseas is only 3% of the 
total overseas volume, the copy said, 
ind pointed out that due to trans- 
portation uncertainties “it is not 
always possible to govern the dis- 
tribution of brands when convoys 
sail.” Detailing the work it has 
done to develop special packages 
for military use and for inclusion 
in Army ration kits, the company 
listed five “firsts” in packaging and 
delivery for Army purposes. 

Soldiers and others who have seen 
Army ration kits have wondered 
for some time why Chelsea seemed 
to be the favorite cigaret for pack- 
ing in these kits, and why leading 
brands were noticeable because of 
their complete absence. As far as 
the ration kits are concerned, the 
answer has always been that what- 
ever cigarets could be gotten were 
being used, and that few manufac- 
turers had developed the pack of 
four which goes into the kits. 


Others Look to Laurels 


As for the relative abundance of 
various brands at camp and post 
exchanges, the mystery is much 
more intense, since the Army in- 

ts that it has been purchasing 
Cigarets in approximately their nor- 
mal order of sales. 

Cigaret preference as all manu- 
facturers in the field know, is 
largely a matter of habit, and with 
he prime cigaret market of mil- | 

s of men in the armed forces | 

take, it can be assumed that it | 

not be too long before strenu- | 
efforts are made by all other 
nufacturers to have their wares 
hand in ample quantity in all | 
eaters of military operations. 
\s a matter of fact, other manu- | 

‘turers are already moving, dra- | 
tically, to protect their franchise. | 

ky Strike announced on its “All- 
me Hit Parade” program April 9 | 

t it was allocating 250,000 cigar- | 


- | 
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The magazine « 
MOST WANTED * 
~ by business leaders... ; 

* 


CHOOSE THE 
LEADER IN 
THE BUSINESS 
FIELD... 


FIGHTS BACK 


HOW LEADING CIGARETTES 
COMPARE _ FINDINGS OF 
DISTINGUISHED DOCTORS 


Fall reports by men high in the profession of thes padings 
un chewel end laberatery werk as pubbhohed by outharva 
00 medical pourmals, sent regqularty on request to phy mcvens 


Medical claims of other cigaret makers 
are hit hard in this new Philip Morris 
copy in newspapers. 


ets as a gift to the armed forces, 
and Camel followed closely along 
by reporting on its April 15 show 
that 300,000 cigarets were being 
shipped to Burma as a gift to 
American soldiers in that area. 
Chesterfield is featuring in its 
radio show its weekly gift of a mil- 
lion cigarets to the boys Overseas. 


Ommerle toR & R 


Harry G. Om- 
merle, formerly 
with the radio 
division of the 
William Morris 
Agency, New 
York, has been 
appointed vice- 
president and ac- 
count executive 
of Ruthrauff & 
Ryan, New York, 
effective May 15. 
Prior to joining 
the William Mor- 
ris agency six Harry GS. Ommerle 
years ago, Mr. 

Ommerle was associated with N. W. 
Ayer & Son and the Columbia 
Broadcasting System. 


Maxtield Named Agency 


Blanding & Blanding, Providence, 
R. IL, retail pharmacies, has ap- 
pointed Joseph Maxfield Company, 
Providence, to handle a 52-week 
radio campaign entitled ‘Doctors 
Courageous,” a 15-minute program 
featuring outstanding men in medi- 
cine. 


Named Sales Manager 
Harry Lynch, manager of the 
New York office of The Hadley 
Company, Providence, R. IL, has 
been appointed general sales man- 
ager and will supervise all sales, 
advertising, service and designing. 


‘Against Inflation 


Says Advertising 
Holds the Line 


Boston, April 20.—Though certain 
types of scare copy might be re- 
garded as inflationary, users of 
advertising have used so much re- 
straint that advertising, instead of| 
helping to increase prices, has, on 
the contrary, tended to convert 
excess purchasing power into gov- 
ernment securities. 

This statement was made by F. 
Allen Burt, of Albert Frank-Guen- 
ther Law, Inc., in a debate with 
Prof. Colston E. Warne, professor 
of economics, Amherst College and 
president of Consumers Union, be- 
fore the wartime advertising Con- 
ference of the Advertising Federa- 
tion of America at the Hotel Statler 
yesterday. 

Prof. Warne contended that ad- 
vertising should be curtailed for the 
duration, since “forcing the sale of 
goods is dangerously inflationary.” 

Mr. Burt replied that the threat 
of inflation is created by higher 
wages and farm prices, for which 
advertising is not to blame. Answer- 
ing the charges that “advertising 
has not gone to war,” he listed some 
of its contributions to a_ stable 
economy and to government financ- 
ing of the conflict, as well as to a 


Mr. Burt made the point that a 
subsidized press was in part respon- 
sible for the fall of France. In this 
country, he said, the press receives 
its income from many diverse inter- 
ests, each advertising its own spe- 
cial product or service. This adver- 
tising revenue has made the press 
truly free and independent of any 
special interests seeking to monopo- 
lize or direct its utterances, he in- 
sisted. 


$600 Prizes for Slogan 


The publisher of Outdoor Life, 
New York, is offering a total of $600 
in prizes for a slogan best describ- 
ing the magazine. The contest is 
open to advertising and marketing 
people. 


ane 


PARENTS’ MAGAZINE FAMILIES 


Read by more than / MILLION families 


host of other war requirements. 


~ Your best food customers! 


LAST YEAR’S BONDS GOT US STARTED 


Last year saw nearly 30,000,- 

000 workers voluntarily buy- 
ing War Bonds through some 175,- 
000 Pay-Roll Savings Plans. And 
buying these War Bonds at an 
average rate of practically 10% of 
their gross pay! 


This year we've got to top al/ 
these figures—and top them hand- 
somely! For the swiftly accelerated 
purchase of War Bonds is one of 
the greatest services we can render 
to our country . . . and to our own 
. . and our neighbors’ sons. 
Through the mounting purchase of 
War Bonds we forge a more po- 
tent weapon of victory, and build 
stronger bulwarks for the preserva- 
tion of the American way of life. 


“But there’s a Pay-Roll Savings 


sons. 


THIS SPACE I 


ee as 
+% 


Ss 


Plan already running in my plant.” 

Sure, there is—but how long is 
it since you’ve done anything about 
it? These plans won't run without 
winding, any more than your watch! 
Check up on it today. If it doesn’t 
show substantially more than 10% 
of your plant's pay-roll going inte 
War Bonds, it needs winding! 

And you’re the man to wind it! 
Organize a vigorous drive. In just 
6 days, a large airplane manufac- 
turer increased his plant's showing 
from 35% of employees and 21/,,% 
of pay-roll, to 98% of employees 
and 12% of pay-roll. A large West 
Coast shipyard keeps participation 
jacked up to 14% of pay-roll! You 
can do as well, or better. 


By so doing, you help your na- 


ADVERTISING AGE 


tion, you help your workers, and 
you also help yourself. In plant 
after plant, the successful working 
out of a Pay-Roll Savings Plan has 
given labor and management a 
common interest and a common 
goal. Company spirit soars. Minor 
misunderstandings and disputes 
head downward, and production 
swings up. 


War Bonds will help us win the 
war, and help close the inflationary 
gap. And they won't stop working 
when victory comes! On the con- 
trary—they will furnish a reservoir 
of purchasing power to help Amer- 
ican business re-establish itself in 
the markets of peace. Remember, 
the bond charts of today are 
the sales curves of tomorrow! 


A CONTRIBUTION TO AMERICA’S ALL-OUT WAR EFFORT BY 
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Travel Sections 
fo Reflect Ban 
on Weekend Trips 


(Continued from Page 1) 


“keeping up with the Joneses” has 
been an important factor in vacation 
travel. This was revealed by a 1942 
survey in Minnesota, which showed 
that in spite of the myriad attrac- 
tions of that area, two-thirds of the 
residents journeyed to other states 
for their vacations, while 80% of 
those taking vacations in Minnesota 
were found ta, be from other parts of 
the country. Two reasons were at- 
tributed for this situation. The first 
is the fact that distant pastures are 
more alluring. The second is rooted 
in human vanity. The average hu- 
man being loves to toss off refer- 
ences to “my summer vacation in 
OORT ” (Insert name of distant 
city or state). 

A survey of 1943 plans of state 
promotion organizations, made by 
the Florida State Chamber of Com- 
merce, Jacksonville, revealed that 
appropriations generally are smaller 
than of yore, and that a consider- 
able part of the available money is 
being spent to urge the public to 


cooperate in the war effort by re- 
ducing travel. 

The best example of this is af- 
forded by the All-Year Club of 
Southern California, Los Angeles. 
Don Thomas, managing director, 
said that the club has an appropria- 
tion of $250,000, derived in part 
from appropriations by counties, and 
in part by subscriptions from busi- 
ness interests. 

“For the duration,” explained Mr. 
Thomas, “we are not stimulating 
travel, because of the transportation 
situation and the government’s evi- 
dent desires. Instead, our program, 
is to tell the nation the story of 
‘How a playground goes to war,’ and 
to ask the public to buy and ear- 
mark war bonds to pay for postwar 
vacation trips here. We are getting 
a splendid response.” 

Californians, Inc., San Francisco, 
has a reduced budget of $80,000 for 
1943, according to Managing Di- 
rector John Cuddy. About $55,000 is 
provided by business interests, and 
$25,000 by the city and county of 
San Francisco. 


Other States Report 


Here are reports from other states, 
as received by the Florida State 
Chamber of Commerce: 

Alabama—aA legislative committee 
will meet in May to consider the 
feasibility of establishing a state bu- 
reau of publicity. 

Arkansas—The 


state legislature 


-. - and there’s nothing complicated about it 
either. Just doing the obvious as in the Pitts- 


burgh Market where . . . 


1. Unlike many other large markets, most 
of the families (better than 6 out of 10) 
live outside the A. B. C. City of Pittsburgh. 


2. The majority of these families live and 
work in 144 cities and towns surrounding 
Pittsburgh where the Post-Gazette offers 
50% more coverage than any other Pitts- 
burgh daily newspaper. 


3. The Post-Gazette’s city circulation is the 
second largest in Pittsburgh, all of which 
is “the why” that only the Post-Gazette 
gives effective, balanced coverage of the 
entire Pittsburgh Market. 


PITTSGURGH POST-GAZETTE 


PAUL BLOCK AND ASSOCIATES-NATIONAL REPRESENTATIVES 


New York © Chicago © Philadelphia @ Boston @ Detroit @ San Francisco @ Los Angeles @ Seattle 


reduced the appropriation of the 
Arkansas Publicity Commission, 
Little Rock, from $10,000 to $7,500. 

Colorado—The State of Colorado 
Publicity Committee, Denver, has a 
$50,000 fund for state promotion 
during the next two years. Robert E. 
Warren, director, said only half of 
this sum will be spent unless the 
war ends. He sounded a hopeful 
note, however, by asserting that the 
state will conduct a greatly acceler- 
ated program after hostilities have 
ceased. 

Connecticut—Sidney A. Edwards, 
managing director, State of Con- 
necticut Development Committee, 
Hartford, has $25,000 to spend for 
industrial and resource develop- 
ment, and $20,000 for recreation ad- 
vertising. 


Citrus Budget Steady 


Florida—The Florida Citrus Com- 
mission, Lakeland, is operating as 
usual with an appropriation of $1,- 
000,000 to promote the state’s citrus 
fruits. The State Bureau of Immi- 
gration, Tallahasee, normally gets 
$75,000 a year from gasoline inspec- 
tion funds. No definite announce- 
ment has been made of 1943 plans, 
owing to restricted gasoline sales. 
The Florida Economic Advancement 
Council, Tallahassee, Jacksonville 
and Washington, has a $50,000 an- 
nual appropriation to promote in- 
dustrial and commercial develop- 
ment and to advertise the state. 
These organizations’ plans have been 
altered greatly by the war. 

Idaho— The Idaho Advertising 
Commission, Boise, has canceled ad- 
vertising of Idaho potatoes, follow- 
ing receipt of a Department of Agri- 
culture order diverting a large part 
of the crop of No. 1 potatoes to the 
U. S. The tax which finances the 
program is still in effect, however, 
and the money will be available 
when new plans are laid, probably 
in October, 1943. 

Illinois—The budget of the Illinois 
Development Council, Chicago, has 
been cut from $250,000 to $150,000 
for the biennium. As a result, the 
council has abandoned newspaper 
and magazine advertising of state 
parks and resorts and will rely 
chiefly on sound pictures to be dis- 
tributed to schools, clubs, lodges, 
farm bureaus and similar organiza- 
tions. 

Indiana—The State legislature re- 
duced the appropriation for the 
Division of State Publicity, Indian- 
apolis, from $25,000 to $2,500 for the 
next biennium. J. H. Albershardt, 
director, believes this will result in 
larger postwar expenditures. 


Kansas Uses Films 


Kansas—The 1943 legislature re- 
duced the budget of the Kansas In- 
dustrial Development Commission, 
Topeka, from $140,000 to $120,000 
for the biennium beginning July 1, 
1943. James F. Price, secretary- 
treasurer, said the war has curtailed 
tourist promotion sharply, and that 


|present efforts are devoted to show- 


ing motion pictures of Kansas in- 
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cash with order. All other 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,’ 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. 


rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 
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Terms 


classifications (single insertion 


__ POSITIONS WANTED _ 


ADVERTISING AGENCY 
Executive 


Vice President and Account Ex- 
ecutive in prominent 4-A’s Agency 
would like to meet agency princi- 
pals faced with a man-power 
problem. 

Many years of continuous, ac- 
tive service in present organiza- 
tion has furnished ample proof of 
advertising-merchandising talents 
and sound business judgement, 

Thoroughly experienced in as- 
suming full charge of important 
national accounts, 

Seek responsible position offer- 
ing greater opportunities for dem- 
onstrated ability. 

Location in Kast preferred 

Box 4069, ADVERTISING AGE, N. Y. 


CONTACT-ADMINISTRATION- 
PRODUCTION-ART DIRECTOR 
For past 18 years have owned adver- 
tising, graphic arts and art serviee. 
Formerly with agencies, graphic arts 
and art studios as director and contact 
man. Married, 2 children; physically 
fit; over draft; energetic; personable; 


affable. National, trade publications, 
direct mail, newspaper, syndicate 
service. 

Box 4062, ADVERTISING AGE, Chgo. 

EDITOR 

Business magazine editor, 26, draft 
exempt, experience in every phase of 
magazine production, desires perma- 


nent connection with newspaper or 
magazine in metropolitan’ section. 
Would like to interview prospective 
employer. 

3ox 4065, ADVERTISING AGE, Chgo. 

REPRESENTATIVES AVAILABLE 
Ady, Salesman—Have well established 
acquaintance with consumer goods ac- 
counts in Midwest. Successful 20 yrs. 
sales record. Desires media or sales 
promotion connection. 

Box 4068, ADVERTISING AGE, Chgo. 
Chicago Publishers Representative 
serving outstanding ABC Business 
Paper can handle another magazine. 
Maintains complete office facilities. 
Box 4037, ADVERTISING AGE, Chgo, 
HELP WANTED 
SALESMAN WANTED 

An old established trade publishing 
firm is interested in a sober and am- 
bitious sales representative to con- 
tact advertisers and agencies in the 
New York and eastern territory. 

He must have experience in selling 
space. Character and ability refer- 
Give age, experience and references 
in first letter. 

This position pays drawing, travel- 
ing and office expenses. 

Excellent opportunity for right 
man. All applications will be treated 
confidentially. 

Box 4034, ADVERTISING AGE, N. Y 


ences will figure in applicant's favor. | 


a 
HELP WANTED 
Newspaper Advertising Solicito, 
tween 30 and 40. Draft exempt 

references and experience. 

Box 4067, ADVERTISING AGE. « 
SITUATIONS AVAILABLE 
Advertising Manager, Coml.. . $35: 


Advertising Manager, Mfgr... 46 > 


Copywriter, Indl. Adv. Agcy.. 350 \o 
Copywriter, Mail Order...... 300 Mo 
Copywriter, Trainee ........ 150 Mo. 
Circulation Manager, ABC.... 250 Mo 
Editor, Technical Exp........ 300 Mo 
Editor, Newsp. Suburban..... 225 Mo 
Editor, Asst. Indl............ 200 Mo 


Account Executive ............ pen 
Space Salesman, Trade Paper. 300 Mo 


Space Salesman, Magazine.... 500 Mo 
Steno-Secy., Adv. Agcy...... 150 Mo 
Typist, Adv. Agency......... 1 Mo 


COMMERCIAL PERSONNEL 
232 8S. Michigan Ave.—Chicago, [\), 
ASK for George Williams 
ADV. ACCT. EXEC.—38 to 45 yrs 
Major agcy. exp., $15,000. 
COPYWRITER 
$10,000. 
COPYWRITER—Industrial agency 
$4,000 plus. ; 
STATISTICAL MKT. 
$3,600. 
COPYWRITER — Farm 
Exp. Open. 
COPYWRITER — B&W and radi 
$6,000. 
COPYWRITER—Large midwest axcy 
Ope 


-top agcy., food eXp., 


RESEARCH 


Paper, Agcy. 


pen. 
ADV. MGR.—Syndicate chain exp 

Open. 
SALES MGR.—Brewery, $8,500. 

Girts! 
Copywriters, layout artists, secys 
stenos., typists, clerks for advertising 
positions, 
No obligation to register. 
Sinclair-Masterson Personne! 
310 S. Michigan Ave.—Suite 1749 
Chicago—HAR. 6003 


ADVERTISING REPRESENTATIVE 
For a full time position in either the 
Cleveland or New York office of top- 
flight publisher of trade journals 
Complete responsibility for territory 
sales of highly regarded old extab- 
lished monthly in building field. Man 
selected must be under 45, draft de- 
ferred, aggressive executive type with 
demonstrated sales ability and imagi- 
nation, Publisher offers excellent sup- 
port in consistent promotion, presen- 


tation material and’ Surveys. Salary, 
|}expense and assured bright future to 
right man. Outline your record in con- 
fidence. . . . TELL ALL and enclose 
jrecent picture Likely candidates 


granted immediate interview in Chi- 
cago, New York or Cleveland. 


Box 4064, ADVERTISING AGE, Chgo 


| 
} 
ADVERTISING LAYOUT ARTIST 

| Detroit Agency wants man or woman 
*xperienced in newspaper layout, State 
age, draft status, salary expected and 
other pertinent information. 


.| Box 4063, ADVERTISING AGE, Cheo. 


ending June 30, 1944. The money 
will be spent under the direction of 
the state’s administrative board. 

Montana—Because of the war, the 
Public Relations Unit, Highway 
Commission, Helena, has suspended 
efforts to develop a 1943 state ad- 
vertising campaign. 

New Hampshire — The modest 
tourist promotion of the New Hamp- 
shire State Planning & Development 
Commission, Concord, will continue, 


Dakota Association, Fargo, has a 
| normal appropriation of $50,000, but 
,expects a reduction this year. 
Ohio—The Ohio Development & 
| Publicity Commission, Columbus, is 
uncertain about 1943 activities. Last 
year, it had $40,000 available. In 
May, 1942, it staged a “Know Ohio” 
exhibition in Cincinnati. 
Oregon—The appropriation of the 
|Travel & Information Department, 
Oregon Highway Commission, 


dustrial, historic and scenic spots to| with about $10,000 being spent in|Salem, has been cut from $100,000 


| these scenes. 


the armed forces in training camps. 
The commission is also providing 
the camps with post cards showin 


_ Kentucky—The Division of Pub- 
licity, Department of Conservation, 
Frankfort, does no direct advertis- 
ing. The $20,000 appropriation is 
spent chiefly on a quarterly pictorial 


/'magazine, directed largely at the 


tourist trade with 25,000 copies. 
G. M. Pedley, director, reported sen- 
timent among legislators for a 
greatly expanded postwar appro- 
priation. 

Louisiana — Louisiana's advertis- 


spring and summer advertising. 
| New Jersey—The New Jersey 


| for non-tourist copy, pending settle- 
jment of the travel problem. The 
budget has been cut from $50,000 to 
| $25,000, but the council is permitted 
to spend funds left over from pre- 
vious years. Its appropriation is de- 
'rived from the state treasury. The 
‘council will continue its fishing 
| tournament, one of the effective 
| promotions of 1942. 

| New Mexico—The New Mexico 
State Tourist Bureau, Santa Fe, will 
rest on its oars until the war is won. 


in 1941 to $37,000 in 1942 and to 
$13,000 in 1943. The only 1943 pro- 


&| Council, Trenton, will spend $40,000 | motion will be to fill requests for 


booklets and print a series of colored 
| postal cards for use of the armed 
| forces. Oscar Cutler, acting director, 


| believes full-scale activity will be 
a after the war. 


Keeps Resort Name Alive 


| Pennsylvania—Protection of past 
advertising is the keynote of the 
|Department of Commerce, Harr's- 
i\burg. For the six months ending 
May 31, 1943, the department wll 
spend $35,000 to keep its resort 


ing has been discontinued and the| A division of the State Highway De-|name before the public and $25,000 
lt ony of Commerce & Indus-| partment, the bureau hopes for at|to attract investors and industries 
ry, Baton Rouge, has closed shop| least $75,000 as soon as peace de-| The same amounts are expected {or 


for the duration. Roland Cocreham, 
executive director, believes 
tourist promotion and efforts to at- 
tract industrial investors will be 
resumed on an expanded scale after 
the war. 


Maine—The Maine Development | 


Commission, Augusta, has volun- 
tarily reduced its advertising expen- 
ditures. The appropriation is $170,- 
000 a year. Last year, the commis- 
sion spent only $65,000 for tourist 


advertising and in 1943 it will invest | 


only $32,500. Another $8,000 will be 
spent on industrial promotion. 

Massachusetts — The Massachu- 
setts Development & Industrial 
Commission’s appropriation has 
shrunk under the flame of war. The 
$75,000 normal budget of the Boston 
organization is down to $35,000, of 
which about half is for administra- 
tion. About $2,200 will be spent this 
summer in two New York news- 
papers. 

Michigan—The 1943 legislature 
appropriated $155,000 for advertis- 
ing the state during the fiscal year 


both | 


scends. 
| North Dakota—The Greater North 


the following six-month perio:s. 
Appropriations for recreation p!0o- 


yD GIBBONS KNO 


AGVERTISCING 


BAY STREe 


MONTREAL WINNIFEG 


J. J. GIBBONS LTD. 


WS CANADA 


MERCHANDISING 


REGINA CALGARY EOMONTON vancouver 


RATION BOOKS PER FAMILY 


MORE THAN 


2/3 MILLION 


FAMILIES WITH CHILDREN 


YOUR BEST FOOD CUSTOMERS! 


\, > 
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CIVILIANS ALSO WELCOME 


PA 


if we 
“throw out 
our chest 


We're proud. Atlantic City is playing « 
mighty important part in America’s wer 
program: producing healthy, happy, techni- 
cally-treined soldiers and sailors. 

You ought to see them! 


WELCOME CIVILIANS 
There's plenty of room for you... the Boardwalk is 

2 civilian promenade, as always . . . Atlantic Citw 
offers every attraction, all amusements, complete 
entertainment, line hotel accommodations. 

wriTE TODAY FOR ACCOMMODATIONS: 
BEPARTMENT OF PUBLIC RELATIONS 


ATLANTIC CITY 


wet. 


TLANTIC 
. cry 


Now Extends Its 
Hospitality 


Thousands of America’s finest are training 
in Atlantic City . . . living in the world’s 
finest “barracks,” invigorated by Atlantic 
City’s incomparable sunshine and air. 


THERE'S A CORDIAL WELCOME | 
ALS@ AWAITING YOU, 
MR. AND MIS, CIVILIAN 
The Boardwalk is « civilian promenade, as shways. 
Atlentic City continues to offer greater attractions 
then ever: all amusements . . . clean, sale, open 
beaches... boardwalk and streets sabely lighted all 
night . . . fine hotel accommodations. 
WRITE TODAY. Address: 
DEPARTMENT OF PUBLIC RELATIONS | 
| AES SEESC CITY 
ee 


at 


Although teeming with various members of the armed forces, Atlantic City, N. J., 
famous seaside resort, this year is using the above pieces of copy to secure a 
fair amount of civilian patronage. Advertisements emphasize the vacation-spot's 
important job of turning out healthy soliders and sailors, and also extend a 


welcome to civilians, saying, “There's plenty of room for you. . . . 


motion are made from motor license | 
receipts and the department has) 
taken a voluntary cut of $100,000 for 
the next two years. The 1941-43) 
budget was $400,000. Industrial ap-| 
propriations are made from general | 
revenues and while no reduction has 
yet been made, it is assumed that 
industrial advertising will be cut. 
The 1941-42 budget was $280,000. 

South Dakota—The State High- 
way Commission normally appro- 
priates $50,000 a year for travel pro- 
motion. The amount available this 
year has not been determined. The 
Commission, however, hopes to con- 
tinue its advertising in national 
magazines and in newspapers of 
adjacent states. 

Tennessee—The Division of State 
Information, Nashville, will have 
only $50,000 for promotion this year, 
compared with $75,000 in 1942. Even 
this smaller fund will probably not | 
be spent for tourist advertising, un- | 
less conditions change suddenly. 
The objective is to conserve funds to 
be able to take advantage of postwar 
opportunities. On the other hand, it 
is possible that an industrial cam- 
paign will be utilized this year. 

Utah—Only routine promotion is 
planned by the Department of Pub- 
licity & Industrial Development, 
Salt Lake City. Disbursements for 
the year ending June 30, 1943, were 
$96,810 from allotted funds of $111,- 
685. Publicity and industrial pro- 
motion took $83,040 and industrial 
research, $10,693. 


Vermont Awaits Legislation 

Vermont—Plans of the Depart- 
ment of Conservation & Develop- 
ment, Montpelier, are necessarily 
vague because of a legislative bill 
which may change the organization 
of the department. If the usual sum 
of $45,000 is made available, publi- 
cation advertising will be continued, 


Sut circulation of literature will be 
reduced. 


— 


Virginia — The program of the 
Division of Publicity & Advertising, 
Virginia Conservation Commission, 
Richmond, has been virtually aban- 
doned, the funds to be used for post- 
war advertising. Only $6,000 will be 
spent in 1943, tourist and industrial 
advertising being dropped. 

Washington—The biennial appro- 
priation of the Washington State 
Progress Commission, Olympia, has 
been halved, $125,000 being made 
available. Newspaper and magazine 
advertising will be abandoned until 
after the war, routine promotion be- 
ing the rule in the meanwhile. The 
commission expects to be one of the 


\first to resume major promotion 


after the war. 

Wisconsin—A 50% cut to $75,000 
for the next biennium is reported by 
the Recreational Publicity Division, 
Conservation Department, Madison. 
The campaign scheduled for the 
year ending July 1, 1943, will be 
completed, however. The Depart- 
ment of Agriculture expects at least 
$50,000 for promotion of Wisconsin 
dairy products. 


CMA Sets Date 


Louis L. Lang, president of the 
Canadian Manufacturers Associa- 
tion, has announced that the 72nd 
annual general meeting will be held 
in Toronto, June 8, 9 and 10. 


Eby Moves Offices 


Hyatt Eby, Detroit advertising 
counselor, has moved his offices to 
the Maccabees building, 5057 Wood- 
ward Ave. 


Lodin Joins Agency 

Lewis Lodin, formerly with the 
Joseph Katz Company, New York, 
and Esquire, has joined the copy 
staff of Brisacher, Davis & Van Nor- 


|den, New York. 


THE ONE BEST WAY 


—is the modern quickest way 


4 %, Today,there’s a one best way in everything. 
SAGA, Faithorn COMPLETE SERVICE offers the best way to 
~ ° 


FTC Cites Feen-a-Mint 


The Federal Trade Commission 
has issued a complaint against 
White Laboratories, Newark, N. J., 
and its agency, William Esty & Co., 
New York, charging misrepresenta- 
tions in the sale of Feen-a-Mint, a 
laxative chewing gum. According 
to FTC, the respondent’s advertising 
contends that nervous tension often 
accompanies a need for a laxative, 
and that the claim that chewing 
Feen-a-Mint will relieve that ten- 
sion is false. Further, FTC says, the 
advertisements fail to reveal that 
harmful effects may result from the 
use of the product under conditions 
described in copy. 


Gruen Sends Easter 
Greetings to Our Troops 


New York, April 23.—Gruen 
Watch Company used seven English 
language publications in India to 
bring Easter greetings to American 
Troops stationed there. The same 
advertisement, sent via “Airgraph,” 
British equivalent of “V-Mail,” will 
also greet American troops in 15 
other foreign countries. McCann- 
Erickson’s New York and London 
offices cooperated in facilitating the 
operation. A total of 40 publica- 
tions were used. “Easter greetings 
to you of the American armed forces 
from all the folks at home,” read 
the ads. 


- Private Lines 


Probably the most 


significant | whisky amount to a three-year sup- 


thing about car-sharing program| ply. 


now getting under way in the OPA 
domain is that it represents the 


opening wedge of the much-dis- | most-completed 


} 
| 
| 


a a * 


The halting of work on five al- 
industrial alcohol 


cussed and long-dormant mileage | plants in Illinois, lowa and Wiscon- 
conservation campaign. Within the ‘sin was disclosed last week, with the 


next fortnight, OPA may have a 


mileage conservation promotion pre- | 


pared and ready for exhibition to 
interested agencies. 


ao * * 


Some of those “dream days” are 
not as far away as you might sus- 
pect. One manufacturer of auto- 
giros is shopping for an advertising 
agency, with the idea of launching 
a consumer campaign which will 
feature its war work and probably 
emphasize a postwar theme similar 
to the “family car of the air” story 
of Cessna. 

Bo % 


Nationwide rationing of liquor is 
“inevitable,” the National Alcoholic 
Beverage Control Association was 
advised last week, but dealers—not 
Uncle Sam—will do it. Officials 
agreed that the OPA will not step 
in, because liquor is one of the “lux- 
ury” items. John B. Smiley, director 
of the WPB’s beverages and tobacco 
division, later told the association 
meeting in Detroit that stocks of 


revelation that the nation’s alcohol 
stockpile is large and that, at least 
in the view of Dr. Walter G. Whit- 
man, assistant director of the WPB 
chemicals division, restrictions on 
civilian travel may be lifted if the 
alcohol production program for syn- 
thetic rubber continues to improve. 


Hayes Joins WTOP 

Gordon F. Hayes, for the past ten 
years with Scripps-Howard News- 
papers, and for the past six years 
advertising manager of the Wash- 
ington Daily News, has joined Sta- 
tion WTOP, Washington, as a sales- 
man. 


ra 


a?) 
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VARITYPE COMPOSITION 
for 


House Organs-Presentation 


CALDWELL LETTER SERVICE 


Tribune Tower, Chicago 
SUPerior 8154 


How To Fit Piston 


Rings In An 


Aircraft Engine 


| ‘hy | 


ARIAL 


wwosretritel 


United Air Lines Photo. 


Aviation Service 
the Magazine for 
"Wien Regoontible fot Stier” 
@® Aviation Service Magazine is the only 
publication edited solely in the interest of the 


men who “keep ‘em flying.” The responsiveness 


of its carefully chosen audience of service men 


—whether in the military or civil establishments, 


: < ial “ 


vr 


pantinc produce the mechanical requirements of your 
advertising. This service consists of (1) ad-setting, 
(2) engraving and (3) printing, with art work and 
layouts—all under ONE roof. Only ONE contact 
and ONE order necessary. If you are interested 
in securing the best kind of production needs 
i at a saving of TIME, MONEY and TROUBLE, the 

time of times to use Faithorn certainly is now! 


THE FAITHORN CORPORATION 
Ad-Setters e Engravers e Printers 
504 Sherman St., Chicago Phone Wab. 7820 


ite : 
: , 


Typical of its editorial content is the 
article whose title page is illustrated 
above from the January-February issue 
of Aviation Service Magazine. Written 
by the chief engineer of a leading 
aircraft piston ring producer, it is 
helpful, interesting, authentic and 
profusely illustrated. 


Published by the publisher of the automotive industry's leading 
service magazine — Motor Service. 


ATION SERVICE MAGAZIN 


_ 549 West Washington Boulevard. Chicago 


the manufacturing or the operating fields— 
has exceeded even the editors’ fondest hopes. 
No advertiser in the aviation field can afford to 
overlook this medium—any advertiser can afford 


its low initial space rates. 
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Between dream and deed... 


Aspiration dies long before action ts 
born. The equation advances far ahead 
of the engineer. Inertia immobilizes 
the new idea, custom turns the cold 
shoulder. Discovertes often gather dust 
before use discovers them . . . Between 
dream and deed, the lag 1s long. 


In this day of catastrophic change, 
we can no longer afford the old slow 
spread from concept to consummation. 
Three years ago, this magazine essayed 
to accelerate the national intake of new 
ideas by apprizing intelligent Americans 
of the important and significant in 
events, policies, politics... has since fed 
its readers some of the most serious fare 


\\ 
\\ 
' 


ever offered by a popular periodical! ... 
The profit of this editorial policy is today 
apparent—in increased readership and 
augmented circulation among “people 
who give a damn’’... an audience well 
ahead of the average in understanding 
as well as information . . . the minority 
responsible for opinion, as well as sales. 
And advertisers in this magazine this 
year, are getting more attention, more 
interest, faster acceptance than any 
other major medium can offer! ... The 

evidence is in every issue!.. . 
The Crowell-Collier Publishing Company, 
250 Park Avenue, New York City. 


Americal 


MAGAZINE 


“J AM A FLYING SNIPER”? .. . by an anonymous twenty-three year old fighter pilot who makes low-flying 
attacks on ground objectives . . . A chapter of the war you'll remember for a long time... MAY issue, out now! 
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PHOTOGRAPHIC 


REVIEW OF 
THE WEEK 


PROMOTION MANAGERS GATHER FOR MEETING 
oo See® Sag MIL |) 


tee Ay 
Bye. oF | 


In between serious sessions of the National Newspaper Promotion Association 
conference in New York, members gathered for informal interchange of informa- 
tion. In this group are, left to right: Raoul Blumberg, Washington Post; Bradford 
Wyckoff, Troy, N. Y., Newspapers; Edgar S. Bayol, Washington Star; Dan M. 
Bowmar Jr., Herald Leader, Lexington, Ky.; Pierre Martineau, Memphis Commercial 


Appeal; and James L. Wick, Times, Niles, O. Standing is Ramon S. Cram, 
Columbus Dispatch, president of the organization. (Story on Page 41.) 


FIND MUCH TO DISCUSS AT MEETING 
mm 
q 


cl. 
Lit 


This group attending the newspaper promotion managers’ meeting in New York 

includes, left to right, Joyce Swan, Minneapolis Star Journal and Tribune; Paul 

Friggins, Associated Press; K. A. McMillan, Toronto Star; and H. H. Weibel Jr., 
A. Bitner and E. R. Horn of the Allentown Call and Chronicle. 


PLENTIFUL SUPPLIES SAVE LIVES 
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“Varren Telechron Co., maker of Telechron electric clocks, will lead off « cam- 

paign in Collier's and The Saturday Evening Post with this advertisement, first of a 

‘eries to continue throughout the year. With the appeal to the public for con- 

ribution to blood banks for the use of the armed forces, the only commercial 

'e-up is the indirect one which calls attention to the importance of time and 
timing in modern warfare. N. W. Ayer & Son is the agency. 


FAWCETT NIGHT AT PUTNAM'S 


STICK OF WOOD 


The walls of the new Fawcett Room of the Putnam Restaurant, Greenwich, Conn., 

home of Fawcett Distributing Corp., are papered with covers of magazines pub- 

lished, distributed or formerly published by Fawcett. The four Fawcett brothers 

celebrating the “opening” of the new room are, left to right: Roger, vice-president 

and general manager; Gordon, treasurer; Roscoe, circulation director; and W. H. 
Jr., president. 


Lydia O'Leary, creator of Covermark 
blemish concealer, is marketing her Spot- 
stick in this new container. The satin- 
finish package is made of bleached wood. 


WINNERS IN AYER EXHIBITION OF NEWSPAPER TYPOGRAPHY 
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The Christian Science Monitor, Boston, was awarded the F. Wayland Ayer Cup last week in the 13th Annual Exhibition of 

Newspaper Typography, conducted by N. W. Ayer & Son. Winning papers in the less than 10,000 circulation group, upper left, 

are: first honorable mention, Record, Troy, N. Y.; second honorable mention, Cape Cod Standard Times, Hyannis, Mass.; third 

honorable mention, Era, Bradford, Pa. Winners in the 10,000 to 50,000 group, lower right, are: first honorable mention, Herald, 7 
Rutland, Vt.; second honorable mention, Jersey Journal, Jersey City, N. J.; third honorable mention, Post-Bulletin, Rochester, ee 
N. Y. Winners among papers of more than 50,000 circulation, lower left, are: first honorable mention, New York Times; second —_ 
honorable mention, Los Angeles Times; third honorable mention, New York Herald Tribune. Among tabloids, regardless of cir- 
culation, PM, New York, upper right, won top honors. A special, unscheduled honorable mention was awarded to Newsday, 

Hempstead, L. |. More than 1,000 entries were received, all March 3 editions. 


CANADIAN WAR LOAN APPEAL 


wSPAPER BOY. 13, SURE 
= CAN PAY FOR 


TRAPPER’S Fox 
NET VICTORY Lond ses 


BOTH ON WAR DUTY 
BUY VICTORY BOND 
— 


This magazine spread, which appeared in the April issue of Maclean's Magazine, was one of the first advertisements to be 

printed in support of the Fourth Canadian Victory Loan campaign, which was launched April 24. Outdoor posters, car cards 

and plant posters, as well as newspaper advertising, all appeal particularly to the small investor to do his part—agein—in the 
Dominion's drive for funds. 


se 25 ae ¢ nS ee, . —. rape a % “a ae x { Lag pd Pees erie gel ¥ ‘+ pave Sasa ‘ Be a yp aet oe : wy 2 a ete ae. e ® Sekoy - owls ee ea tad i 
- ee 
Fo a 7 = ce 
7 a ed * _ 
gs gil 
} me. 7, A | Te ate *. at :  —— " i o : re 
Wi | cogcnbetc Le ee te he See = x ee”. é: pe = "a 
— as mio * <= eat  & = <3) lege ne 
oe ao ; 4 ee : # aS pits » , ” - ae oS ee 
ie : a al a m \ my i t e+; B = d rk h, } " at ae 
sa ) 7 pak 4 A a - 
i al a € x * a: r & we be , ; Pe a 
a4 ‘. ee Mime Ree xk = ins 9 > tog g ‘ey ire, “, £@ + 
a qe Se el eA Se 4 f 
a d . 77 . eee: cai 3 wae ss a oC 
a i ec : * = J ‘ hes - ; i& & 
. Bx ; Fi es (a | 
: } 7 a ‘a - oe : a . ha 
tt aa Os ee Ae a = ; 4 | 
Be iy Ss Wess Ma oe eS eee 
: e te) ; a, ’ | fais .* 
: : a = id € ee be ef t= Py 4! é mew “SE ? : ? Dx: 
uti BP or. «Tih eee aie 4s — oe mi cs ; oT a 
sie i w) ne ee ae , io eo. f J ; 
: > ), a, | ae: A it mans bs — a 
7 : , =" “ae ’ 1E a 
), ; _ 
mm Sk 7 q | 
oF nm q 4 © 7 
eS ie CC 
, i} 4 4 
£ 3 a ei 1} 4 he i | 
? . i a, = a | 
| ’ \w . Mi cas - 4 eA 
: : ’ hd + 7 * ii r 7 Fa {3 ‘ * hs u 
aaa 5, ay Ga a es ™ 
4 : a " ‘a -_ : ere * ear | pias —_, on Rae oes Sy. _ “2. ee a me 
Ve NK lt as ae — wi : » F ~¢ = LA : 
- ee ren, ee <2” | rH Wie. > at 
a raft @ OSs, ae 
i } = Fathers ; Dy “Uy - 
| ee: |. < ‘tc 
; e* rot & a me 
Win. sige > e ar ‘iol 
SE | , Rigs “— : _—_— 
Ge “4 a 3 : oil i _ a — 
The Xow Yo* Times > . RL TLA " T rkKUD = i f im 
rr ———oO—E be 7 
; iii ~ e % - re ok . its ib eee 
: ’ “ . i » / Sos Anais ¢, wm By >. Mars ng 
. ' op. S, tmes 5 — j 1a > 
ices & PERG » (Gae a STM ed tag wee Se ay ap 
¥ ier ' Bn et o ae ia ? * er .. . rome ecu ™ * pinev _~ soy hg oO prey 
A? a Ba: g tS we oF one cont ‘ / = G get ate 
; rs ™ F ts ? 3 } : »~ aw act oe } : wee ' r¥ } ei i . 
ve enlgy Nad Le | | 
"4 SS a SS “ pete: “s 
a Ad my i A f oo. Li ; ; a ? ree, , 
in 71 - t a oo ‘ . é —- 
i ~~ or 
i LT - 
/ ee” . J 4 Ay \ \ ‘ 
ee NS ' ee 
' . tS 6 vid gin ip mae jets oll ' ' SSE ne 7 
i Et b Ae 4 i em gt ass we EPA = | ¢. KOhgET . <. i, = ; 
ee 7 et Se le PP (eet gS OP Rear os {Se —_— 
ee 4 <q) : ys eee ” a ; ; i > A j ] = | ’ ee 
2 f- ro a epee | Th r % a} ‘ x ,\ cr _ } ER 
on an’ oa e ; of. ‘ /. 13° } 4) \ Ge = ‘ga = — 1h ~~ 
ee ie a CS ivae,” ae . To " pe \. ( we 4 \/, ; . P 
“sale 2 a. . wT se a. a + => —) x ; : SS a > a Dy -_ 
«7* aa” Si - : - on Wf ~ A Ck a, ‘ , Jt’ 3 ‘ A\\ : , i is — 
a whe Zs Soo vas 2 7 owt “ iw ats a ; i Se g ae 
|, a gers Ns TLR VAL o % 
BON: ig = Se _ 
. ’ ae co ef _ . , wh \s eg eee 
Sa eee ao. ee ; (Zs NY pe wee a 
aig Mae le ' 4 \ gt OO RECTED ee 
A little bit of be Yr VS: wi .\ ot OO as Oe OOS wana, Ate _ 
/ will help save all of him! . nd Fx ¥ é Co a \ ~ Py 
) ong + A = a - ae nee. e ’ 4 = . si ae nah 
> 3 “i . 6 ae gn et) “e ae 2 
t } | : ‘4 Vii ¢ > + \ ‘ ~“s et Owe aid eo” / —_ “ P 
mn ‘al * ye ae ~ ‘ 4 en ng ten > _. 
A a OR eT  Raaends tetnintiteintaw psenin J un be ' e i Cat Ve ee wo a 
TER i Seetriemteraite  ceteaemmee oon wee eee =k Te nT td \S qe 
same Geuing aotenb/Dtece  Pemes coun te atmininened prompt. =  Wessen Tasgcmman Coupsnv, Addand, Nes aa cm ae a , get iN .\\ ~ am, 
~ aheneaieaele oe Telechron 4 2 ia ‘aad = qn m. a. 
fetid dectoe will mux dretilled water ont y wparate fuenemne , of 7 , _ . wo - r hy ; 
T boks boke = et the “ « help build up the sock of SE “ - = “ a he ‘ FZ + wnt t a i ; 
¢ tuw's weine Slowly the color will protects the men who protect you? ix uw a hate eer ae ~‘ “ 4 ¢ “we ; 
act ot > tone Gin a hee ELECTRIC CLOCKS sm . e € ad : 
amd the aon ~~! 4 | ons ” Ms 
e hent * get SHADE Se gone REDUCES BPESS BUDGET iy 7 oo 
J fone Bn 
ok 
“sd “a See 
i : ; Fl re) uhh “ ee i! . dl is 
, ' : ; a = ON “Sha ee 


April 26, 1943 


renee ORL Date 5. 


ADVERTISING AGE 


Broadcasting System « « + 


f the Columb 


lOnS 0 


124 stat 


ee) 


ing 


kkkkek 


KEKE KKKKKKEK 


d the colors of their country +™e™ 


KEKE 


KKK 
. 


KEKE KKKKKKK 
KEKE KKKKEK 


jo 


men and women have 


Pewee ene 


q $3 48 a 
ms 
re ae “4 es 
~ = \ 
J e _ 
Vol 
: —_— 
a 
an te Pe R 
ae eo 
Me ; 
oe tax 
om i ( ’ anc 
4 bla 
: wh 
: Bal 
I 
gel 
it’s 
: me 
ne: 
é : Do 
: le I Oe eee oy = FUR eee ae ge * ie se to 
: . tA eo LR) ee ee ee i 
‘ z= oe 7 ne : ir ee a or 7 iia a aoe : i : ma ee < 3 a 1S ‘ ve, 9 i a nie re. 2 a , ‘sy it cul ae : ‘ — be 
<n’ vee ' S = ae aie 7 a - a : + ae i? 4 e, : a Ty, : _ es a ‘ oe a = - 7 ae _ ; ‘ Ww! 
ie: a: Se ee ae Ret pe ne ae we iS ine “oe” lg eee, Behe ae ee ee al 
._iilliee | ee ae See eee oe Pee ae Lao i ene ee 
ai R se? ‘ Pree 5 ‘ , : - ; ‘ > an 
* ie a z —— oe a o> aie = a : ge ae ee . 
PP sss 7 aT ae 
a Sib ae "es . on ; «x* * i a = a ee = 
‘ 1s. Ts “co aoa ERD eek pig _ a 
sa ahi we - - cope aie HA A peek es oe 4 
e CP le seettieses «| athitttttes, «© EEeeesaaaies Sy Se F 
oe ee | cee ark x * * x* Lae a rl 
ie etn, rr poe ead x* “xe KER hae ead ane * te ee ee 
he ee. es am Pe ed * nk eae x* kk kk Ke * «* ee Sal ee > i. W 
Ea ae ea * x* «* «* Ve aed Kkkkkkk «xt * ee e> See 3 MYR, tcies . 
;. ee Ag he eae eae ae aie s ad KKK Ree «* Diets? Hicopgn” oe eid 
> Lae i eK KEK” RE ae Seuee taste at GA en ee See q' 
ss pee ae eee RANK KEN kkk atte A 
alt reas «* «* KEKE kkk «x ay ae Rage Sul cl 
: Pe ee eet = Sates Seeee 86 | SREEE Sates =| SeteS 2 n 
a 2. eee. eee att ya kkeee SESSh att a. 
- Os 6S” aa a xe eee ati Rane kkkee 455th RERAE A KHEY Ee 
4q a Beak ee KEKE aats, aes taane Seeke RAAT EAE TT RK ee ee 
"oe oe eee ae Oe aaeael HE AED te paraes kkk HA HE eee ,, ee a 
no Se ee — ane * «* ead KKK «x* <x* we" eee ee ® a 
: ea AS re ites REAR GARE Sek kkktKER RRR RRA HEN ERE a en 7 
rn & ee ae 7 + x o * ere oe 8 a ae \ 
ae: eae Sth 0 gaatteenseae © SEREEITIEIG eetth pene 
oo ——. “aes eens) eet, aan eeane | Leeee «* eet: ect fl. te 
a — masts || RARER ShRES 06 SSEEE Sikes atthe Soke ge 
. > $ ETS kkk ait a's Sara sure.- 3.4 me 
ieabiiitess Be . er ee Ried ae gk «n* ek kkk «* x eS ee 
ile a ae. ae KKK ASS TKK Saeae | peeet Sats #8454 ‘Tos 
a ae Bott aa ee a nel aes | Keke KKK kK eS aie «* are - es ae 
. ee Ya ee ee ett ee aa Sree Kkkke II I ek eo oo? P 
ee Ri aad aie, SIRS A AEE - ee see eres Teer ee k 
Poof eee. Tae * * * * ‘hime 
‘a — teed yah rare RRR HHH ® * i . 
e ee ipa : ee REE * erie “4 
| Ras oe. Rak eR a 
a ee ed . it 9 ky ie a: =< “ a 
ear o> ae are ae ‘ ee Ag q 
‘ey »- ae a ate > ee a 
ie as ci or f 3, if ta a r 
co RS Ee | *~ * . 
' % : ve , 
"7 : ae 
ay ae a a fe om , — a 
a _ a 3 pect / ; ; - = oe _ { 
7 . aa bo =) Y i es 4 ‘ ae: g . ~ . ane a a ia \ Be oy oe eras, Eg | 
a a" - b : ‘nage me i oe, Ps E es = ; a = ha 2 ee ‘— * ee me ci 4 
i Ie , oe a eal re ; — : ee | a a q 7 i PR gee ™ nen : i 
ty l +e eects $333 : - i ‘ “ sae? a 4 3 d ‘a : . ‘ ‘fe  — Eee ~m i r+. re 
; Mecstsesscm tes Zz ; , re, is ee oo ae ae a. ’ aes 
ae, = Reseeee ue 3 is ice a Sin gi a. fae - , a a 
ee tot bees | € a " th as ~ 5 ae = “ a = we eae Te —— » se hl 3 ii ye — % p - oe lie 
va : % : a ‘ a ne raid ey e 4 PA “ wt “a (ite ti se of a i = + em Bae P 
Bes oe’ ON a a an: = eis ~ 5 se é 
oT ei ti a bon ss i a ae pes . i ve ao ” / ales a. , 4 Cte . - ; ; is . ae if 
2 ae r ies 8 a Ae . # " / 
Se ia ee ~~ me j ) 
oo ey d / 
Ps, : / ee ae : / 
ess 4 / é ‘ SS 
a: RQ ~ ; / a o “ } 
= ae b Fa F j, _o) t ty, es ~ | wy j 
. + oa \ v4 ’ ‘ / 
a / 1 4 = ~ / : ij , ay JA 7 
‘ay (] yy . \ j OD oS Na ne / ” Vy 4 SS / / 
ea it ' a - . x .. Is ~~ 
; | ‘i : j z * tS ar a Pe Z aoe i ee ‘ 2 : a " : fb ee ; c a Ee ee ~~ : : pes. : \ 4 > at at oe y 
B , ‘ ee a ee ia a a ee es hice oe | a ae el A 
| at Yee ket ape Wk, 5 alee aa ae ” : Fd ie SS OO ee J aE di grr, ) Beha a: 
ion ; 
ie 
a . a oa aS 4 * * > ie ‘ he. 3 - * 2 “ age a. s Praise Sia ye be = ‘- ms at i Se . bce mk vad " : : 5-™ es e 


